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Exploring “ Buyer’s Mind 


Start the Year on the Right Path to a Profit 





making very pretty sandals in colors, and I predict a 
of the buyer and merchant. We have en- big business on woven sandals.” 

deavored, by national study, to find what influences the His division of influences of buying, 50 per cent 
purchase of footwear. If an industry can know more previous selling experience, is readily seen in his pre- 
of its habits of selection, then it can adopt, for the dictions, and the national survey came out of the Styles 
common good, the better methods and reject those that Conference of November, indicated light shades and 
lead to waste, through unsold sun shades in leathers bal- 
and slow moving stock. ; ances his other opinion. 

We asked the leading buy- Frank H. Bush of the 
ers of the country three ques- Wetherby-Kayser Shoe Co., 
tions: In selecting shoes, in Los Angeles, Cal., however, 
what proportion are you in- speaks from the viewpoint of 
fluenced by intuition, by a very style-conscious com- 
fashion fact, and by previous munity. A whim of fashion 
selling experience? hits Los Angeles, and sweeps 

Oscar S. Poe of Poe’s into vogue with such speed 
Shoe Store, Little Rock, Ark., that it is over before it is 
says that in selecting shoes, possible to reorder. 

“I am influenced by previous Mr. Bush says, “It seems 
selling about 50 per cent, and that conditions influencing the 
I rely largely on national selection of shoes are chang- 
surveys.” He then indicates ing every day, and sometimes 
the trend of style for his com- several times during the day, 
munity as follows: “Colors but quite naturally we always 
in women’s shoes, in my opin- lean to some extent on pre- 
ion, for Spring, will be in vious selling experience and 
extremely light shades. We past problems.” 

are going through a dark A. J. Pauley of Stix, Baer 
color season now, and I be- & Fuller Co., St. Louis, Mo., 
lieve women will want ex- a To is very emphatic in saying, 
tremely light colors for come buying methods have the same dis- | Never buy by hunches. Fol- 
Spring. I believe sandals will gstrous results as a too successful catch which low the fashion style trend as 
be sold instead of white kid swamps the boat influenced by dress materials. 


YO more fascinating subject has ever been slippers. A number of factories in this country are now 
attempted than the one of exploring the mind 














































Past selling experiences are often responsible for style 
selection. I believe that style tendency should be 
credited with 70 per cent in an anasysis of influences on 
buying, and 30 per cent goes to past selling experience.” 

Lee Reineberg of York, Pa., indicates that “Past 
experience is not very valuable in women’s lines of shoes, 
when present conditions vary from week to week, and 
demands change with the consumer’s mood, both young 
and old. A new, strange complex developing in women’s 
shoes is the size problem, which certainly enters into 
buying more than ever. 

“We keep a _ composite 
size record for sales of each 
season, and we find, to our 
astonishment, that size 714 
in women’s shoes in widths 
AAA and AA and A are 
selling in almost equal pro- 
portion to the usual best 
selling size, 6A and B, 5% 
B and C, etc. In fact, on 
some shoes we have used as 
many as four and five pairs 
of 74%4AAA and AA. Ordinarily sales would have been 
one or two pairs on these sizes. Not only has this been 
dominant in the women’s lines but in growing girls’ 
types. The demand for 7/4Z4AAA has developed into ex- 
traordinary proportion of sales. Probably this is entirely 
local, but I am interested to know if this has a parallel 
in any other city or section.” 

Mr. Reineberg has brought up one of the most fasci- 
nating studies of all—the battle of sizes and the con- 
flict between short vamps and longer foreparts. In 
New York this week one concern that has always held 
to the typical Eastern forepart switches to short vamps 
and French heels, which necessitate shorter sizes and 
wider treads. It would be extremely interesting to hear 
from other merchants who are finding radical changes 
in style selection. 

Julius A. Goldberg of O’Connor & Goldberg, Chicago, 
Ill., says, “In selecting styleful footwear for the O-G 
stores we credit 70 per cent to intuition; knowledge of 
fashion fact about 30 per ceht, and it is based largely 
on our previous selling experience. This is merely an 
opinion, as on a tangible subject such as this, no sta- 
tistics are kept.” 

C. H. Beall, buyer of women’s shoes for R. H. White 
Co. of Boston, indicates that 50 per cent of his selection 
of shoes is influenced by previous selling experience, 25 
per cent by knowledge of fashion fact, and 25 per cent 
by previous selling experience.” He ventures the fol- 
lowing fashion opinion : 

“The trend of Spring styles will be to one straps in 
kid and light weight calf, in Lido brown, with lighter 
trimmings for advance selling, and beige combinations 
for later distribution. Small buckles for side and center 
decoration—the latter for step-in effects—should be 
good numbers. If women’s styles in dresses feature three 


which he gives. 


or four colors, I believe that plainer colors inshoes: will 
BEET Fe ed bsororriia ry 


> 


BOOT AND SHOE RECORDER 


[HIS pleasant little adventure into the 

minds of buyers for an analysis of 
their ways of buying is tremendously in- 
teresting, because you can almost visual- 
ize the man and the store by the opinion 
We have never had a 


more interesting test of buying habits, 
and this article, we hope, will prove one 
of the first of a new series analyzing the 
motifs of successful merchandising. 
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be the complement. For instance, with a gown that 
blends four or five colors of the gay prints, two or three 
tones in harmonizing shoe shades would, in my opinion, 
follow—two shades would be better than three—one 
main color, and the other for a little trim. Patent 
leather should be a good seller for early Spring—it is 
selling already. The vogue of sandals will follow the 
early footwear consumption of one straps.”’ 

In the same city of Boston, Gordon McNail, chair- 
man of the National Styles Conference Committee, and 
selector of shoes for the 
smart Thayer McNeil Shop, 
opines that “Fashion fact 
governs my buying to the 
extent of 50 per cent, past 
selling experience 30 per 
cent and intuition 20 per 
cent.” 

Robinson Shoe Co. of 
Kansas City, Mo., go fifty- 
fifty on previous selling ex- 
perience and fashion tenden- 
cies, while E. B. Stern of 
Stern & Levy, Tulsa, Okla., says after each season they 
make a careful study and analysis of what they think 
will sell best in their store and section, and that this 
report influences 85 per cent of their buying. 

Jumping over to Jacksonville, Fla., G. P. Golden 
gives “Knowledge of shoes 50 per cent credit for the 
proper buying, and to intuition and fashion fact 25 per 
cent each.” 

While in Florida let’s visit Sam Bailey of Sewell 
Bros., Miami, who gives to previous selling experience 
great credit for the selection of footwear with variety, 
curiosity and original ideas full credit for those unusual 
numbers that draw attention to the store and add to the 
profits. 

Carl Burgstahler of F. E. Foster & Co., Chicago, IIl., 
says, “Our buying is almost entirely influenced by pre- 
vious selling experience, under which head we place 
fashion facts.” 

Ned G. Hess of the Hess Shoe Co., Baltimore, Md., 
says, “In buying shoes a.consideration of general trends, 
plus our own individuality, have proved most success- 
ful.” 

Allen H. Meadors of John A. Meadors & Son, Nash- 
ville, Tenn., “Believes that the buying attitude is in- 
fluenced largely by the type of merchandise the store 
needs. Past results, therefore, govern the main buying 
attitude on recurrent styles.” 

Frank Werner of San Francisco, Cal., is influenced in 
his purchases in the following percentages—intuition 10 
per cent, knowledge of fashion facts 75 per cent and 
previous selling experience 15 per cent.” 

Ben A. Phelps of Phelps, Inc., Shreveport, La., “Be- 
lieves that knowledge of the demand of my clientele, 
together with the trend of fashion, influences me mostly 
in my purchases.” 

L. H» Pollock of Asheville, N. C., says, “Practically 
re [TURN TO PAGE 52, PLEASE] 
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Take a big slice 
out of the moun- 
tain BEFORE 
you start buying 





A Short Cut # Profit 


Here’s a Buying Method Which Will Minimize the End Season 
Losses Caused by Unscientific Ordering 


sizes is the biggest fly in the shoe man’s gravy. 

Sizes cannot be forced, as can materials or 

patterns. You can change a woman’s mind about the 

style she should wear but you cannot change the size 

of her foot to suit your stock. Sizes must be bought 

right, for no amount of salesmanship will make a 6B 
out of an 8A. 

Every few months, if you are an average shoe mer- 
chant, you go over the broken sizes you are getting 
ready to put on sale at a considerable loss. You shake 
your head sadly and resolve to buy sizes more carefully 
in the future, but you don’t know exactly how to go 
about this reform in a practical and systematic way. 
You say to yourself, “If these sizes were only 5%4’s, 6’s 
and 614’s they would clean right out, in fact I wouldn’t 
need a sale at all.” 

The constant use of composite size schedules will go 
a long way toward solving this problem and will pay 
many times over for the time spent taking them. 

There are three things to do in this effort to have 
your sizes more nearly in the proportion that your cus- 
tomers actually need. 

First: Make a permanent but flexible “model” size 
schedule toward which you will constantly try to build 
each unit of your stock. No one model will do for all 


| _ ies i E seems to agree that the problem of 


stores. The size of your stock, the scope of your busi- 
ness, the grades handled, and other local conditions will 
make your model different from any other store’s. It 
will need changing as time goes on and you discover 
where it is wrong. 

Second: When about to buy a style, take a composite 
size schedule of all the shoes in that particular unit of 
your stock. Compare this schedule with your model 
and notice carefully where you have too many and where 
too few according to the proportion in your model. 

Third: Buy your sizes, not in a “regular” run, but 
wherever needed to make that unit approach the model. 

Take a look at Schedule A on the next page. 

This is not intended to be your model but to show how 
a model should be used. 


ee now that you are about to buy a 
patent strap slipper to sell at $10, you will take a 
composite size schedule of all patent straps in a price 
range near $10, which may show the result as given in 
Schedule B. 

This schedule is quite typical of the peculiar and 
erratic way sizes continually act “for no reason at all.” 

It takes only a minute to check the sizes where you 
have more in proportion to the total than the model 
says you should have. Presuming that your business is 
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Width | Pairs 
Schedule A 


A review of past 
sales recor will 
enable you to build 
your own ; model 
size schedule’; and 


RAD 
Aaa 4. 
nak 


toward this PE ws 
ule you should con- 2 / 
/ 


stantly strive to 
build each unit of c 


SS 
your stock 3 
Tota/ 
rather small and your stock comparatively limited, we 
will suppose that you decide 48 pairs or thereabout is 
all you should buy of this particular style. So your 
order goes in as shown in Schedule C. 

Irregular as these sizes look, they still do not correct 
the situation, for if you add the sizes just bought to 
those on hand you find the overload is in about the same 
spots as before. Think how much worse it would have 
been if a “regular” run had been bought! 

While a few pairs are ordered here on sizes that al- 
ready show a slight surplus, still the whole effort has 
been to get the best assortment of sizes in the fewest 
number of pairs. 


ANY objections to this plan may be brought up. 

You are probably saying, “I wouldn’t buy such a 

crazy, broken up run of sizes. A line gets shot soon 
enough without buying it that way.” 

If you are really interested in this subject, go and take 
composite sizes on two or three units of your stock. If 
they look as though your sizes are in the same propor- 
tion as a model schedule would be, you are quite fortu- 
nate and need read no farther. 

If, which is more likely, your sizes are badly out of 
proportion in many places, with plenty where you need 
them least and few where you need them most, just 
remember that this irregular situation was brought about 
by regular sizes. 

Then you are possibly thinking, “The very first cus- 
tomer will probably want a 714 AA and there won't be 
any.” Right. If it had been there some smiling sales- 
man would try it on, pass a few remarks about the 
weather, punch the cash register and pat himself on the 
back for making the sale so easily. Nothing simpler. 
But in so doing one pair of 714 AA feet would go out 
of patent-leather-wanting circulation and you would still 


Width | Pairs 


Total |f0}. 
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have the same nine old pairs on hand, getting older 
every hour. 

Since, however, there is no 7% AA in the new lot, 
the salesman digs right into the nine pairs of older 
shoes with at least a fifty fifty chance of selling one of 
them before it gets any older. 

You must admit that getting rid of the first pair of 
a new lot is no problem at all. Selling the older shoes 
before they become too old is real merchandising. 

Your window trimmer will complain because you 
didn’t buy a 4 B for the window. He’s right too. If 
your store is large enough (and most stores are) to 
afford an extra pair for the window, you should by all 
means add one though you don’t need it for selling 
purposes. Some shoe men say there are more 4 B’s on 
hand in the country than any other size, due to samples 
and unsold window shoes. 

Another very sensible objection you might raise is 
this: “There’s no use paying any attention to the sizes 
on hand now; they will all be gone by the time the new 
shoe comes in.” 

Just partly true. Some of them, not all, will be gone, 
but there is no reason to think they will sell now in any 
different proportion from the way they have been selling 
in the past. Indeed the most probable chance is that 
they will sell out where the weak spots are, and the sizes 
that are too heavy now will still be too heavy a month 
hence. 

In the mean time you will no doubt be buying another 
style for this same unit of stock, when you will again 
take composite sizes, add those on order and buy just 
the sizes needed to build this unit toward your model. 
One order cannot correct the whole thing; it’s the 
eternal keeping at it that does the trick. 

What constitutes a unit? That depends. If your 
store is very small your entire stock of high heel 


Schedule C 


Having checked the 
composite size sheet 
against your model 
you can then order 
sizes needed to fill 
gape. This s tcl 

ves you, how- 
ever, with unsal- 
able sizes shown in 

Schedule B 
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Width | Pairs 


c |.26 
Total 


patents should be considered as one unit. A little larger 
store would divide these into several units according to 
price range, price being more important than pattern. 
Then a larger store yet would divide each price range 
into pattern types, pumps, ties and straps—possibly com- 
bining the last two. 

Of course this entire question is being considered 
mainly from the standpoint of the great majority of 
shoe dealers, who operate small and medium sized stores, 
and whose capital must be handled carefully if adequate 
returns are to be realized. The principle, however, 


applies equally well to the big operator whose outlet is 
less limited. 

The I. Miller stores, big outstanding retailers of high 
grade shoes, use composite size sheets continually in 
their stock control. They believe in the system so thor- 
oughly that they do not even keep each style separate on 
their shelves but, on the contrary, they “scramble” all 


lines of one unit together in one big lot. 

Under that arrangement the salesman who is look- 
ing for a 5 A tan oxford finds them all, new and old, 
right in one place. They contend that the clerk does 
less hunting through the stock, sells faster, is certain 
he has overlooked nothing, and is more likely to sell 
the older styles. If a line is down to two pairs, say 
4 B and 7 A, they do not become lost in the stock, but 
are sized in with the others right where the salesman 
can’t help seeing them every time he is looking for that 
size in that certain type. Something to think about 
there. 

Take sizes frequently. It keeps the boys better 
acquainted with the older lines. 

The whole problem of sizes really boils down to a 
question of middle sizes versus end sizes. In general 
we make most of our profit on middle sizes and we 
take most of our losses on end sizes. 


Schedule D 


With a larger lot of 
shoes to buy, Sched- 
ule C would be ex- 
panded as shown 
here. There is, of 
course, the same 
preponderance of 

sizes inherited 
from —- buy- 
ing follies a shown 

in 
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Schedule B 


schedule rep- 
resents a purely 
imaginary compos- 
ite size sheet of one 
unit in your stock. 
It should be made 
up for each unit be- 
fore ordering, and 
compared with the 
model schedule 


This 


The tendency of modern business is to curtail or 
discontinue the less profitable items and to emphasize the 
lines that show the best returns. 

The hat man, the clothing man, the shirt man, all 
seem to be in the same boat with the shoe man when it 
comes to having trouble buying a large enough propor- 
tion of their merchandise in middle sizes for the great 
army of average sized people. Yet they all know that 
these average sized folks are the ones whose business 
brings the best returns. 

“Broken sizes” invariably mean “end sizes.” Fifteen 
years ago the great surplus of odds and ends in shoes 
was in small sizes. Retailers took such tremendous 
losses on them that they have swung to the other ex- 
treme, and it is believed that most surplusses are now in 
sizes larger than the average. 


ET’S spend more time and use more arithmetic on 
our buying in an effort to build up the easily sold 
middle sizes—where the profit is. 

It is not easy to make a model schedule that will fit 
your needs perfectly. Your actual sales should be the 
starting point, but they simply reflect your past buying, 
without showing the sizes you are short of, the lost 
sales, the sizes that have been switched or those sold 
at a loss. Taking composite sizes of your odds and 
end at regular intervals will disclose your weak spots 
and whether or not you are making progress in correct- 
ing those places. 

The opinions of the boys on the floor are valuable, 
but salesmen are always inclined to call attention to the 
sizes you are short of, forgetting to mention the over- 
loaded sizes—equally important for you to know. So 
your model schedule is really an opinion and, like other 


- opinions, susceptible to alteration as conditions change. 


[TURN TO PAGE 33, PLEASE] 
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Getting More Shoes Sold Right fe 


Get or Quit 


MERCHANT whom we will call Mr. Jones, 

writes to the Editor for an opinion as to 
whether it is worth while for him to continue busi- 
ness as an independent retail shoe merchant, in the 
face of a year that shows no profit, and very little 
progress. 

The merchant’s letter betrays a life-time spent 
in shoes. If the curse of the cobbler is on him, 
and the dust of leather in his lungs, he can’t get 
away from the shoe game if he wanted to, but here 
is how we answered him: 

If you are in the right place, have the right sort 
of goods, and have the right sort of interest in 
your business, you have no right to step out of what 
you know into the unknown. 

The very fact that you have been so long a mer- 
chant, and have reached a point of mental depres- 
sion, indicates that you need a change of mind, a 
stimulation of interest, and a refiring of your am- 
bition. Pick up your bag and go visiting either to 
convention, or to the market places where men 
gather in January. 

Look ahead—and not behind. See what lies be- 
fore for the man of energy who will plan his work 
and work his plan. 

If you have reached that tired stage in life when 
you want to sit in a store and expect business to 
come to you as it did in the nineties, and pre-war 
days, why, expect to fade out of the picture when 
your money is all gone. But if you are in a fight- 
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ing mood, there never was a greater opportunity 
than now, and in the next ten years. 

The picture, as it unfolds for 1929, is more hope- 
ful for the alert, aggressive merchant in the ten 
year golden period, 1930-1940 to come, which has in 
it a new opportunity for a generation of shoe men 
who can throw off the shackles of past trade habit 
and courageously venture into the new scheme of 
things. 

You never did have the courage to ask a proper 
price for your merchandise, because you were tied 
down by the habits of your craft. When a woman 
wants anything, and has hungry desire for fashion, 
price is of third consideration to her. 

Modern civilization is so developing that the hun- 
ger for possession of things throws price all out of 
balance. A man will buy a new car when he can’t 
afford to buy a new pair of shoes. He has been 
made car-conscious, but not shoe-conscious. 

Woman is footwear conscious (hosiery and shoes) 
and the skill of the trade in that direction helps 
you to step into the greatest years of opportunity. 

After people have had things of utility and have 
satisfied their needs thereon, there grows up in 
their mind a desire for things of beauty. 

It is this very hunger for beautiful things in 
color harmony that makes opportunity for you if 
you can satisfy that public desire. 

Study history to understand the progress of not 
only nations, but individuals. Big systems have 
developed before the distribution of things. A big 
system topples when it forgets human weaknesses, 
human likes, human hearts and ambitions. 

The world is getting bigger at a rate so great 
that it can afford mass distribution of things. 
Homes have got more things in them than ever be- 
fore. As time continues institutions that make 
mass articles find it exceedingly difficult to change 
their pace of production. The momentum of huge 
outputs and huge outlets runs to average things. 

A few people want something new and develop a 
taste for it in the multitude. The gigantic organi- 
zations that have millions of units of old goods, 
bought because of pace of production, are up 
against it. They must get rid of the surplus, and 
usually without profit. 

Today the public will pay any price for what it 
wants. It won’t give a nickel for what it doesn’t 
want. The very safety of your business is in its 
flexibility and its adaptability to the changes of 
fashion that may come up in a month and fade out 
in two. 

Yes, Mr. Jones, there is opportunity for the alert 
and aggressive merchant with ideas and curiosity, 
and who ventures and adventures. He watches his 
shoes—everyone of them—and his rate of progress 
is greatest when he has the courage to buy a new 
thing and praise its selection to the individual who 
may want it. 
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The greatest country on the face of the globe for 
individual businesses and feeling is France. The 
desire for beautiful things has made opportunity in 
France for 40,000 artists to live there designing 
things. They are sold in little shops where the use 
of the goods are thoroughly known. The buying of 
goods by the French little merchant is a thorough 
proceeding. That little merchant knows that there 
is a public desire for precisely that unit or dozens 
of units. Just the glory of having stock on the 
shelves doesn’t mean anything over there. Goods 
have to move, for the little proprietor is restless 
for results. There is a certain happiness in work 
and service in France, because there isn’t that 
frightful hunger for $20,000 a year to keep up 
with the neighbors in living expenditure. The 
day’s work is part of life. 

The same thing is coming in America. Note the 
tremendous increases of small shops, some of them 
termed man-and-a-half stores. Specialized human 
service is developing, notwithstanding mass dis- 
tribution, and the “most for the money” cry, built 
around standard goods. It is in the selection of 
new things and more beautiful that the smaller 
merchant is going to make his place. His good 
taste is increasing at a more rapid rate. 

We still will have the hunger of machinery and 
immense organizations for stuff to grind through 
the mills day by day, and will always have it. 

To the people who must pinch their pennies (and 
there are millions) a 
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more parts adornment, wherein the little trick of 
style enters distinction made fashionable. 

There will be more fun and more opportunity in 
the shoe business, and more merchants who will 
train their sons to go into the shoe business, be- 
cause it has within it something no other merchan- 
dise seems to possess—a fascination and a pleas- 
ure, a health-giving and happiness-making. The 
shoe business is not a dollar-hungry industry and 
never was, but serves and profits as it serves. It 
surely is coming into better days when we under- 
stand what the public wants, and have the courage 
to ask a price for the selection and service we give. 


Faint Heart 


AVE you ever heard of a salesman of cloth- 

thing telling a prospective buyer, ““There’s 
many a day’s wear in this pair of pants. Let’s 
patch ’em for you”? Have you ever heard a shirt 
salesman, sock salesman, or for that matter, an 
automobile salesman, in the charity of his heart, 
saying, “Don’t buy my goods, but patch and con- 
tinue”? 

In this habit-ridden industry many a sale at 
retail has been thrown away by the clerk saying 
to the customer, “There is a lot more wear in 
these shoes. For $1.10 we will make them just 
as good as new.” 

Not so long ago we 





good shoe at a low 
price is made possible 


heard tell of a mer- 
chant himself who had 


through the mastery 
of machinery and the 
development of stand- 
ardized shops and reg- 
ulated sales methods. 

Today in New York 
you cannot get enough 
hand shoe makers. 
The cry for handicraft 
comes when the public 
has the money for lux- 
uries. Quality of goods 
and quality of service 
will make a place for 
the independent mer- 
chant wherever he is, 
and in spite of all 
standard competition. 
The little merchant 
need never fear mass 
operation, for the hu- 
man foot is the most 
variable of all things 
to fit. The shoes of 
the next few years 
will be made up of 





The Reason Why 


GOLDEN’S BOOTERY 
Jacksonville, Fla. 


The Boot anp SHOE REcorDER has been coming 
to me so long—continuously for twenty-two years 
—that I look upon it as a vital part of our 
business. 
There has always been so much useful informa- 
tion and helpful suggestions in your paper that 
I am at all times eager to receive it. I hardly 
know how we could get along without it. I 
further feel your paper has done much to better 
conditions in our trade. 
Wishing you a continued success, I am 

Very truly yours, 


(Signed) G. P. GOLDEN. 


There can be no higher praise for a publisher 
than to tell him that his readers are really eager 
to receive his magazine. 

If readers like, then it MUST be fulfilling its 
mission. To make it even better and more 
eagerly awaited is the end to which we dedicate 
our every effort in 1929. 


i828... 


President. 








worn one pair of shoes 
for nine years, after 
dozens of rebuilding 
jobs had been per- 
formed a_ thousand 
miles away at the shoe 
factory. 

How long is this go- 
ing to continue—not 
that proper economy 
hasn’t its place—for 
it is obvious to any 
human being. that re- 
pair shops are in ex- 
istence and serve 
well? But an approach 
over the fitting stool 
that is liable to kill 
the immediate sale 
should be wiped out 
of the picture of in- 
dustry in 1929. There 
has been too much of 
the milk of human 
kindness misplaced in 
shoe stores. 
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Printed silks constitute an 
established vogue for Spring 
and Summer both in volume 
and high style fields. One 
organization has gone so far 
as to plan a complete en- 
semble in which dress, hat, 
shoes and bag are in color- 
ful accord 


PRINTED SILKS FOR SUMMER DRESS 


Dark Backgrounds the Significant Fashion Note 
By MADAME HAMILTON JEFFRIES 


ARK backgrounds and heavy super-colors domi- 
nate the design of printed silks for early and 
volume showing in Spring, 1929. As the season 

progresses very colorful, indestructible voiles and printed 
chiffons will sweep into demand in sun-tanned, off 
shades, with the chiffons holding to the dark base. 

The biggest season ever on printed silks is expected, 
because American life is becoming more colorful in its 
expression. The American woman realizes the new 
freedom in dress and color, plus the economy of wear- 
ing printed silks and the like for all day wear. It is an 
established vogue for Spring and Summer wear for 
both volume and distinctive selling. 

So far afield has one organization gone that an entire 
ensemble of dress, hat, shoes and bag are in color accord, 
and the customer will be sold the idea of buying the 
entire outfit at one sale. 

Printed silks, becoming the feature number in the 
wardrobe of well dressed women in Spring and Sum- 
met, have a Palm Beach use and introduction to preface 
the season. The houses that have been making printed 
silks for Palm Beach wear have departed from the print 
designs of last year, which were in Indian designs and 
designs built up around scenic pictures of watering 


places and fashionable resorts. The woman of fashion 
is no longer going to be styled like the tatooed lady. 
She has gone historic. The moving picture of her walk 
this season will cover a wide variety of subjects— 
American prints, the Boston tea party, the battle of 
Bunker Hill, the signing of the Declaration of Indepen- 
dence, etc. These are the prints of Mallinson, who 
last year concentrated on Indian motifs. 

Other specialty houses are taking large flower motifs, 
so that the woman is a veritable garden of colors, while 
others, to be distinctive, are using necktie effects, small 
rose buds and little geometric designs against dark 
backgrounds. 

A famous creator of scenic effects on the stage, Urban, 
has created for Frank Bros., a series of dramatic prints, 
as well as modernistic designs. With a background of 
the theater, and the love of using power in color, these 
new designs are exceptional. 

M. J. Frank, the maker, who is very much of an 
idealist, and Joseph Urban, with his knowledge of stage 
craft and of the use of powerful colorings, using off- 
side effects to get geometric symmetry, have wrought a 
new creation in yard silk fabric. 

The rapid progress that has been made in the new 
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types of yard goods was the result of years of elementary work. The 
success of these new prints is due to the clever promotion of unique 
subjects, as well as the timing of these releases. Considerable work 
in a publicity way is done prior to their introduction. The public is 
made receptive to pictures and designs, which are then shown to them 
in yard goods and finished dresses, and accepted in volume for Spring 
and Summer wear. 

To illustrate how these designs are created, let us trace the origin 
of one exquisite motif. Mr. Frank, while at the Catalina Islands, 
watched the small fish through the glass-bottomed boat. He made a 
sketch thereof and made notes of the color effects. After this was 
submitted to a noted artist the final result was a piece of printed silk 
so distinctively original that it has found its place on the smartest 
dresses for Palm Beach wear. 

To show how far afield the mind of the designer can go, the Idylls of 


The vogue of print silks offers 
an opportunity for shoes of the 
same kind of material. It is a 
real merchandising opportunity 
as shoes of this type, like the 
woven sandal types, can be sold 
as extra pairs without injury . 
to the sale of the more substan- 
tial merchandise. Such a shoe 
is bought by women, not for 
day in and day out wear, but 
for only occasional use 


The woman wearing a printed 
silk dress will select her shoe 
color to balance with the back- 
ground color of the dress goods. 


shion 
lady. : 8. This means patent, if the back- 

ground is black; blue kid or 
walk cs ; suede if the background is bluc; 
cts— es J green if the background is 
le of . Pek green or in the beige family. 
epen- Rte Paris reports that patent is be- 
iho k ing treated as a real style note 

, age for Spring and Summer wear 

otifs, 

while y the King and the elephant prints are unique patterns for general use. 

small y A creator of volume dresses in New York City, Doris Reed, has 

dark % evolved a plan whereby the entire wardrobe is styled to harmonize with 
the print motif. She obtained the cooperation of hat, bag and shoe- 

rban, makers, and now the woman who wants a complete ensemble can, in 

rints, one purchase, select an outfit that harmonizes, Heretofore, the great 

id of difficulty has been in getting hats, shoes and bags to match the multi- 

these colored dresses. 

This is a new merchandising plan and may be of interest to shoe 
yf an men who can cooperate with local dress houses in complete styling. 
stage Apart from printed silks, there will be a great Yolume of off-tone 
r off- silks, plain and rough weaves, and this will include light greens, blues, 


ght a vivid red, lavendars, purples, pinks and yellows. With these one colored 
dresses there is an opportunity for printed silk shoes, following the 

new vogue of printed silk shoes of last season. They arrived early on the 
[TURN TO PAGE 52, PLEASE] 
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by HARRY R. TERHUNE, Freip €pi70r, 


Selling Convention 
Delegates 


NDIANAPOLIS, IND.—The 

three days Teachers’ Convention 
this fall brought 16,000 potential 
spenders to town. This gathering 
helped to boost the sales of many 
stores tremendously. The Walk 
Over store got their full share of this 
business. One good will stunt pulled 
off by Fred C. Schinke, was to. send 
a copy of the Indianapolis morning 
paper to each downtown hotel room 
in which the teachers were quar- 
tered. It took 10,000 papers a day 
to do the job right. Eight men 
started to work at 4 a.m. stamping 
“Good Morning, Compliments of 
Walk Over Shoe Store, 28 No. Penn- 
sylvania St.,” on the front page. 
These papers carried a quarter page 
ad of the store, but the usual hack- 
neyed “Welcome Teachers” was 
omitted. The large number of teach- 
ers that thanked the management of 
the store for this thoughtfulness, as 
they were buying their shoes, was 
sufficient to brand the idea as first 
class in every respect. 


Elevates Seats for Young 
Girls 


ACKSON, MICH.—Jay’s shoe 
store caters to the young fry of 
the perverse sex. Retail prices are 
$3.95 and $4.95, so the problem of 
handling the trade reduces itself 


mainly to one of selection of style.- 


While the girls like to be kidded 
along somewhat by the handsome 
young male clerks just out of high 

, they also appreciate being 


This Humorous Postcard 
Sold a 





oh pe poe 











HATTANOOGA, TENN. — The 
manager of the local Walk-Over 
store thought up a brand new one 
about three weeks before Christmas. 
He had in his files the sizes and 
widths worn by a large number of 
his male customers. Also he wanted 
to make use of this in building up 
his holiday trade in house slippers 
so he sent the postcard, reproduced 
above, to the wives of those cus- 
tomers. Did it work? Of course it 
did. For those who can’t read small 
type, here is what the card said: 
“Dear Madame: 

“Don’t tickle your husband’s 
feet while he is asleep to measure 
him for his Christmas house slip- 
pers. If he wears Walk-Over shoes 
we have a record of his size and 
width and can fit him to a ‘T’. We 
are agents for Daniel Green comfys 
and now have all the sizes.” 





served promptly. On this latter 
score the management is in accord. 
As an experiment tending toward 
the speeding up process, the idea of 
elevating the’ seats was tried out. 
Only one section of chairs was put 
on a platform at the start. The 
salesmen and customers both liked it 


s0 well that the entire store is being 
changed over. This experiment has 
proved that selling individual cus- 
tomers has been accelerated, also a 
man can easily take care of twice 
the trade during the rush period 
when he stands up all the time. The 
boys say that they are not nearly so 
tired at the end of a busy day as 
when they were continuously hop- 
ping up from the fitting stools. For 
some reason, it is not necessary to 
show customers so many styles be- 
fore a choice is made either. Then 
the temptation to leave a lot of shoes 
on the floor, semi-circle fashion 
around the fitting stool is not there. 
This store is also picking up quite 
a bit of extra trade by showing shoes 
around to where any number of girls 
work, such as laundries, telephone 
exchanges and even hospitals. Not 
that a line of common sense shoes 
are carried, for all these girls are 
prospects for the types of shoes sold 
here. 


P. M.’s Work Better 
Than Price Cutting 


ANSING, MICH.—In explain- 
ing why he has only seven 
pairs of shoes that may be classified 
as stickers, Benjamin J. Kasner, of 
Wohl’s department in the Knapp 
store, laid considerable emphasis on 
the workings of his P. M. system. 
Instead of cutting the price of a 
shoe that needs to be pushed out, a 
25c. P. M. is first tried. If this does 
not prove to be the necessary stimu- 
lant, the P. M. is increased to 50c. 
and later to $1 before the price is 
cut. On a recent. Saturday, one man 
made $14 extra on P. M.’s and the 
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store received full price for the 
shoes. 

There is a three-way benefit com- 
ing from this procedure. The stock 
in the store is kept clean and active; 
the salesmen are kept satisfied; and 
the public does not get the idea that 
the store is a price-cutter. When 
good liberal P. M.’s are placed on a 
line of shoes and from six to ten 
men are working on these shoes 
every day, the law of averages says 
that a certain percentage is sure to 
be sold. While this department fea- 
tures the fast numbers, and is get- 
ting an average of one complete 
stock turn each month, less than 2 
per cent of the thousands of pairs 
of shoes on the shelves require a stiff 
P. M. 


How to Mark ’Em 


UFFALO, N. Y.—J. T. Leader 

of William Eastwood & Sons 
was discussing the problems inci- 
dental to merchandising high grade 
shoes. “It is almost impossible to 
take a $15 shoe and by marking it 
down to $9 find a public that will 
eagerly buy it,” he said. “Customers 
who pay $9 or thereabouts for shoes 
will not spend their money. for shoes 
classed as Discontinued Lines, no 
matter how desirable said shoes may 
be. It is much easier to take a shoe 
that costs around $6 that has the 
style element in it and sell it for $9 
than it is to take a shoe costing twice 
that sum and _ try to sell it for $9.” 


Checking the P. M.’s 


Ppl gata N. C.—So far, 
the best way Mr. Dobson of the 
Dobson Shoe Co. has found to keep 
track of the paying of small P. M.’s 
as are given on findings, hosiery, 
buckles, etc., is to give-each man a 
small printed check, like a hat 
check, at the time the sale is made. 
These checks are cashable once a 
week and, as they are for small 
amounts, the temptation to gamble 
with them or sell them is not very 
great. P. M.’s on shoes are treated 
somewhat differently. First, it 
might be well to explain that this 
store, in common with many other 
progressive stores who require accu- 
rate stock and cost records, have all 
of their sales tickets made out~in 
advance. This means a small filable 
card, giving the complete history of 
the shoe, is clipped to the box. In 
making a sale, the salesman simply 
writes in the customer’s name and 
address and his own name. Under 
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Shiny Metal in the Window 


Shiny metal seems to be giving wrought iron and lacquered wood bozes | 
a run for their money in window trims. Its introduction, in aluminum and 
bronze, marks the beginning of a new trend. This window of Saks & Co.,' 
New York, shows columns of highly polished aluminum and sheets of the 
same metal, cut into weird geometric shapes against the back wall 





these tickets on the cartons are 
clipped the P.. M. tickets, with the 
amount of the P. M. typewritten and 
showing under the stock ticket. 
These P. M. slips are about half an 
inch wide and .a couple of inches 
long. When a P. M. shoe: is sold, 
this slip and the sales ticket are sent 
to the office together for verification. 
As the salesman’s number is on the 
small slip, it is simple to compute 
the amount due him at regular in- 
tervals. This method is a great 
saver of time and disputes. 


Some Real Returns 


NDIANAPOLIS, IND. — Talk 
about returns—the Ralston Tru- 
ped-ic shoe store sent out a thousand 
double faced post cards to men cus- 
tomers, asking these men to supply 
the names of three friends whom 


they thought would be interested in 
Ralston comfort and service. More 
than 400 cards came back, all nicely 
filled out. With this Al list of pros- 
pects to work on, some excellent cus- 
tomers were made for this store. 


Four Sale Days a Year 


OUTH BEND, IND.—How’s 

this? A high grade family shoe 
store operates successfully by having 
only four,sale days in the course of 
a year when shoes are sold under the 
regular price. Fact. It’s Paul O. 
Kuehn’s store—a shop admitted to 
be the handsomest one in the state. 
All four of these sale days are city 
wide events, too. Each one is three 
months apart. The two happening 
in January and July are Dollar Days 
and those in April and October are 
Five Dollar Days. 
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Lighter (olors on the Runway 


SUNBURN, BEIGE AND PARCHMENT SHADES IN STEP-IN AND STRAP 
PATTERNS ARE FEATURED FOR SPRING SELLING AT BOSTON 
STYLE SHOW—BIG VARIETY IN SHOE ORNAMENTS 


PPROXIMATELY 100 models paraded the 165 
A« horseshoe-shaped runway at the seventh an- 

nual Boston Shoe Style Show, held in the Hotel 
Statler’s big ball room on Jan. 2-4, under the auspices 
of John G. Brown, managing director, and Phil Melhado, 
director of the runway revue. 

A large number of buyers registered at 9.30 a. m. on 
the opening day, most of them, of course, from the 
United States, but there was also a group from Can- 
ada; three from Havana, Cuba; and one from Bogota, 
Colombia, in South America. 

The preparations for the show extended over prac- 
tically a year’s period, and culminated in many different 
and attractive features—for instance, special metallic 
drops and scenic effects, made more brilliant by a new 
system of multi-colored lights. 

The models tripped daintily along the wide promenade 
at the rear of the stage; then in front of the orchestra; 
then down and up the richly carpeted stairways at 
either side of the stage. Morey Pearl’s Orchestra fur- 
nished the music for “The 1929 Footwear Fashion 
Fancies” march. 

The decorative scheme was in gray, black and gold, 
giving a soft luster to the 
gowns, and throwing the 
footwear into greater promi- 
nence. 

The three leading colors 
featured in shoes for woinen 
were sunburn, beige and 
parchment. In patterns, the 
step-ins and the strap pat- 
terns led. There was a large 
variety of buckles and other 
shee ornamentation. A 
unique shoe trim consisted of 
one, two or three colored 
crystal beads, to match or 
contrast, with the shoe— 
sometimes in brown, in jade 
or in blue, sewn into the 
shoe’s throat. 

There were shoes of the 
new soft green kid to match 
the Lanvin green of the 
gowns. Many of the heels 
of the evening shoes were 
24/8 in height. 

More sport shoes for men, 











































women and children were shown than ever before at an 
event of this kind. A large number of sport soles, in- 
cluding crépe rubber, were an important feature of the 
sport models; water-snake, lizards and fancy prints, 
formed pleasing combinations with the tan calf, or tan 
elk, white buck, patent and different shades of suéde. 
For instance, a tan Russia calf, oxford, with three brass 
eyelets, had a tongue of silver lizard and silver lizard 
inlays on either side of lace stay; the rubber sole was 
of red and white. The show showings on the runway 
were interspersed with vatideville and special acts from 
leading productions. 


NE of the unusual features of the men’s shoe dis- 

play (occupying the entire fourth floor of the 
Statler), was a showing of men’s dark blue kid shoes, 
with light weight soles, emphasizing the light weight 
summer-shoe-for-men idea. These shoes were displayed 
on living models, who wore dark blue suits and white 
straw hats, with blue polka dotted band. 

About 225 exhibitors showed their lines in the Statler 
ball room, and on the fourth, fifth, sixth and seventh 
floors. Among the leathers exhibited, from which the 
vamps and quarters, as well 
as trims, of women’s shoes 
shown on the runway were 
made, were the new modern- 
istic leathers—for instance, 
a light gray base, shot with 
blue, gold or red; grays, 
black and gold; and shades 
of brown on _ parchment. 
Both kid and calf tanners 
displayed this leather. 

The hospitality committee 
was headed by William J. 
Doyle, assisted by Jack Gor- 
man and a large group of 
salesmen from the various 
houses exhibiting. 

The following traveling 
salesmen attended to regis- 
tration : 

C. N. Cogswell, president 
of the Boston Shoe Trav- 
elers’ Association, chairman ; 
Ed Murray, Charles W. Mor- 
rill, Frank Meade, L. B. 
Cubbison, George L. Ashe, 
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Waldo M. Oakman, Geo. L. Starks, Joseph M. Geary, 
William Gerrish, Charles Stiles, A. M. Lovejoy. 


A CONCERT from 7 to 8.30 o'clock each evening 
preceded the “Fashion Footwear Fancies for 1929.” 
From 9.30 to 10 p. m. inspection of the grand ball room 
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exhibits; from 10 until 11 in the sample rooms—and 
all day long—from 10 a. m. to 10 p. m., the buyers 
inspected lines. On Thursday, Jan. 3, at 3 o’clock in 
the afternoon, the management of the fair acted as hosts 
to the members and officials of the Manchester, N. H., 
Shoe and Leather Continuation School. 
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eAdvances in Shoemaking 


INTERVIEW WITH PRESIDENT SIDNEY W. WINSLOW, Jr., U.S.M.C. 


ROGRESS in the shoe industry keeps pace step 
P by step with the economic pace of production of 

the country. Every advance in the styling of 
shoes necessitates a corresponding manufacturing prob- 
lem. Before manufacturing can be perfected, inven- 
tive genius must be applied to machine-making to make 
possible economic output. 

In an interview with President Sidney W. Winslow, 
Jr., of the United Shoe Machinery Corporation, his 
opinion was asked as to the outstanding advance in 
shoemaking in the year 1928. Mr. Winslow said: 

“In my opinion the most important shoe-making ad- 
vance that has been made in recent years is the elimina- 
tion of the lasting tack. It has always been the bug- 
bear of shoe making. Much thought and effort have 
been expended in the endeavor to make it no longer a 
factor in shoe production. This accomplishment of the 
past year eliminates the lasting tack and solves the 
problem by the use of little lasting staples and the 
perfecting of mechanical means for forming and driv- 
ing them.” 

When Mr. Winslow was asked, “Are you familiar 
with the so-called cementing process?” he said, “I cer- 
tainly am and have been for the past forty-five years. 
Some of my earliest recollections are associated with 
the little shoes my grandfather, Freeman Winslow, 
made in considerable quantity at his factory in Blubber 
Hollow, Salem. My father was associated with the 
business at that time, and the shoe had what was known 
as a ‘stuck-on’ sole, and they were widely known and 
sold. Other manufacturers in Marblehead and Lynn 
made similar shoes. I have also kept in touch with the 
more recent developments in both Europe and this 
country, and feel well acquainted with all the advances, 
as well as the failures that have been made in this 
connection, and I think we have borne our full share 
of the experimental costs.” 


HE next question asked of Mr. Winslow was “Do 
you mean that your corporation expects to be in a 
position to supply machines for making this type of 
shoes?” He answered, ““‘We most emphatically do, It is 
our business to design, make and supply the machines 


our customers want. We never have attempted to tell 
them how they should make their shoes. If any of them 
want to make shoes by this method, we are in a posi- 
tion to supply a mechanical equipment which, in my 
opinion, is much superior to anything that has been 
used up to this time. : 

“Furthermore, we shall bring into this field the same 
type of service that has distinguished this corporation’s 
association with other types of shoe making. The bene- 
fit of all our experience, and the years of research 
which have been conducted in this connection, is avail- 
able to any of our patrons. I expect that by Feb. 1, 
at least, one New England factory will be producing 
footwear of this character, using our equipment.” 

When asked his opinion of the cementing process and 
its possibilities, Mr. Winslow said: “Some beautiiful 
shoes can be produced by this method, but there is a 
human element in this process that is not found in any 
other type of shoemaking. It requires the closest kind 
of factory supervision. Its future will depend on how 
efficiently this supervision can be organized and car- 
ried out by individual manufacturers.” 


A Short Cut to Profit 


[CONTINUED FROM PAGE 25] 


However, it is probable that the average store should 
try to keep very nearly 70 per cent of its stock between 
sizes 5 and 7, with about twice as many pairs over 
size 7 as those under 5. 

In checking over your arch support shoes you will 
no doubt find your best selling sizes to be a whole num- 
ber larger than in other types. This necessitates the 
use of an entirely different model for this important 
department. 

Some buyers have the inexcusably lazy habit of order- 
ing several styles at once all on one size schedule. 
Naturally it is much less effort to write “sizes as above” 
than to dig out the facts and order sizes in each style 
exactly as they are needed. There’s no faster way of 
getting your sizes out of proportion than by writing 
“sizes as above.” 
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With what does she 
associate your name ; + 


just “Shoes” or 


FootSaver 
Shoes ? 


FEATURE FOOT SAVERS — Powerful 
national advertising is behind 
them pointing the way to your 
shop all year round! 

FEATURE STYLE—Foot Saver fashions 
are exclusive original models— 
skimmed from the cream of the 
vogue. 

FEATURE COMFORT — with the pat- 
ented, invisible inbuilt construc- 
tion—exclusively Foot Saver’s— 
scientifically right! 

FEATURE SATISFACTION—A Foot 
Saver sale is the first link in a 
long chain of reorders. Foot 
Saver feet always come back. 

FEATURE A LINE WITH A REPUTA- 
TION—Tie up with Foot Savers. 
Women know them—buy them— 
depend on them year after year. 


FEATURE FOOT SAVERS — For long 
profits—for quick turnover—for 
sure success. 


‘The Julian & Kokenge Co. Ney 


426 East 4th Street - Cincinnati, Ohio aE SP 


Men’s Foot Saver Shoes made by Commonwealth Shoe & Leather Co., Whitman, Mass. 
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SHOES 


IN THE NEWEST 
PATTERNS AND 
MATERIALS 
WILL BE 


DISPLAYED 
AT CHICAGO 


JANUARY 7-10 


HOTEL STEVENS 


ROOMS 
1004 A 
1005 A 
1006 A 
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THE FOLLOWING FACTORY 
REPRESENTATIVES OF 
BODY BALANCED SHOES 
WILL BE PRESENT 
TO WELCOME THEIR 
FRIENDS 
E. H. (Bob) Moody 
(South West) 

J. E. Blythe (Central States) 
H. A. Sublett (Pacifie Coast) 
Charles Marks (South East) 
Frank M. Bohr (Vice President) 

















NATIONALLY ADVERTISED 











BODY BALANCED SHOES 
WILL BE SHOWN AT 


FORT WORTH 
February 11-12-13 


by 
E. H. (Bob) Moody 









Car Uke 
unroe 


Shoe Company, Inc 
Room 531, Statler Building 
Boston, Mass. 


Factory at 
Auburn, Maine 





















Who’s 
Who 
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elling eS hoes 


on the 


Road 


News of the Shoe Travelers 


Edited by HELEN M. HANEY 


Let’s Help the Independent Merchant 


By J. J. Kaltenbrun, Chairman of the N. S. T. A. 
Educational Committee. Mr. Kaltenbrun represents 
Charles A. Eaton Co. in Ohio and Indiana. The fol- 
lowing are “highlights from his talk at the 1929 
N. S. T. A. Chicago Convention. 


Watch carefully the radical and rapid changes tak- 
ing place in the manufacture and distribution of foot- 
wear. These changes affect everyone in the industry. 
Let’s study the trend of conditions. 


At the end of 1927, authorities estimated that there 
were 7200 chain stores in the country selling shoes 
and accessories—an increase by 400 per cent during 
the four-year period since 1923. 


The business of chain shoe stores amounts to at 
least 28 to 33 per cent of the total retail shoe business. 


There has been a depreciable reduction in the num- 
ber of traveling shoe salesmen because of the growth 
of the chain store. The independent retail shoe mer- 
chant needs help because of the growth of the chain 
shoe stores. 


Let’s impress upon the independent retail shoe mer- 
chant that he has an important place in the business 
structure and that success will follow hard work and 
careful planning. 

Let’s give the independent merchant the benefit of 
our knowledge and experience as to merchandising, 
including publicity and turn-over. 

The future of shoe retailing lines in the hands of 
the independent dealer, who services his customers, and 
who gives that personal “contact” in selling shoes. 


HE’ Rochester 
Association of 
Traveling Shoe 
Salesmen met on 
Saturday noon, 
Dec. 22, at the 
Chamber of Com- 
merce, Rochester, 
and elected the 
following officers 
to serve for 1929: 
President, A. J. 
McLeod; Vice- 
President, C. J. 
Vegiard; Second 
chester Association of Vice-President, M. 
Traveling Shoe Salese C, Smith; Third 
= Vice-President; C. 

0. Fox; Fourth Vice-President, J. P. 


A. J. McLeod 
of the Ro- 


Beatty; for Secretary-Treasurer, C. B. 
Rowley. Free smokes were one of the 
surprises of the “get-together”; a 
moving-picture show was another fea- 
ture of the entertainment program. 


AVE J. TOBIN, chairman of the 

N. S. T. A. Budget Committee, 
who with Frank W. Wood, sells a selec- 
tive group of customers in New 
England, the West, including Chicago, 
and other sections, the output of Gray 
Bros., Inc., women’s style welts, started 
out on a westward trip, Christmas 
night. He had previously made a 
short trip through New England. Mr. 
Tobin reports a good demand for sun- 
burn kid in straps, step-ins and ties. 


LARENCE N. 
COGSWELL, 
who covers’ the 
volume trade of 
the country, except 
Chicago, for A. J. 
Anderson, Inc, 
was elected presi- 
dent of the Boston 
Shoe _ Travelers’ 
Association, John 
S. Whittemore, 
Forbush Shoe Co. 
ope son mes enc 
was elected vice- y Wa 
resident; Wm. Clarence N. Cogswell 
oll, Foster Rubber Co. representa- 
tive, was elected secretary-treasurer 
for the 29th time; George L. Ashe, 
vice-president of C. W. Bennett, Inc., 
and Tim Murphy of the Greene Shoe 
Mfg. Co., were elected as members of 
the executive board; the other two 
members of the board are: Arthur 
Anderson and Charles Joss. Before 
handing over the gavel to President 
C. N. Cogswell, Past President Lynch 
thanked the members for their cooper- 
ation and kindly consideration of the 
administration during the last three 
years of his connection with same, and 
quoted the Theodore Roosevelt slogan 
emphasized to the shoe travelers by 
National Secretary T. A. Delany. 
“Every man owes some of his time to 
the upbuilding of the profession to 
which he belongs.” He congratulated 
the new president, C. N. Cogswell, and 
the association on having elected a 
hard-worker, and one with the real 
N. S. T. A. spirit of helping the other 
fellow. The new president, C. N. Cogs- 
well, urged a 600 membership; the 
present membership is a little over 300. 


ARRY LEFAVOR, Charles L. An- 

derson, who represents Gerberich 
& Payne in New England, and J. E. 
Phelan, who sells the John K. Martin’s, 
as well as the Medway, line have been 
the recipients of many hearty con- 
gratulations from the members of the 
“Santa Claus” Committee of the Ad- 
vertising Club of Boston for the splen- 
did work that they recently did in fit- 
ting the feet of 400 or more poor 
children. These shoe travelers gave 
three entire afternoons of Dec. 20-22 
to this work. They had all had pre- 
vious retail shoe store experience, and 
amazed the committee with their skill 
as shoe fitters, as well as stock keep- 
ers. The measuring sticks were fur- 
nished by the F. W. Whitcher Co. The 
shoe store was donated “rent free” by 
the Goodwill Shoe Co. 
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Read Mr. Whitman’s 


own success story 


> 


He found Men, 
not merely Machinery, 
in our Organization 


“I started with the J. C. Penney 
Company upon the completion of 
my school work because my two 
brothers who had preceded me 
were then in the Company's employ 
and both very happy with their 
work. I, too, became happy because 
of the human interest manifest in 
the Organization. It placed me in 
a practical school of modern mer- 
chandising surrounded by individ- 
uals who were soon to become man- 
agers, participating in the profits of 
their stores—a future that I, too, 
could enjoy by diligent application 
of the policies of the Company which 
have led many men to SUCCESS”. 
Don E. Warrman, 
Grand Forks, N. D. 
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We have a job 


for a man 


New stores are being opened all the time—we need more 
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as ready to work 
for success as 


Don I. Whitman 






men to train for the responsibilities of managership 


OW many young men go through 

life on a moderate salary because 
they “‘never had an opportunity to earn 
big money?” So they think, but some- 
times the chance is there, and they don’t 
realize it. 

Not so with Don Whitman. Once he 
joined J. C. Penney Company, he never 
forgot for an instant the goal for which 
he was striving. No man could work 
harder than he worked. Morning and 
night he was learning. The policies that 
had made fortunes for others were there 
to be mastered, and used. The modern- 
ized merchandising methods, the vast 
buying power, the unfailing “Golden 
Rule” way of doing business, the splendid 
values that other stores couldn’t equal. 


Does Your Story Read Like This? 


That’s the way Don Whitman was trained 
to do things. And when he was made 
manager of his own store, he practised 
all he had learned, with the result that 
he was soon on the road to independence, 
security and wealth. , 

If you are the kind of man we need, 


you, too, can join the ranks of men whor: 
the J. C. Penney Co. has raised to for- 
tune. Remember, no investment is ever 
required, but you are paid a triple income 
if you make good. (1) A sizeable regular 
monthly salary; (2) a good share of your 
store’s total profits; (3) eligibility for J. C. 
Penney Co. dividend-paying stock. 

But certain qualifications you must 
have, and a certain type of man you have 
got to be. That is why so many apply 
to us, yet only a small percentage can 
be chosen. 

We want young men, between 21 and 
85. We want men of good education. 
We want men whose moral character is 
beyond question. We want men who 
have had experience in dry goods or men’s 
clothing or shoes. 

Can you fulfill our requirements? If 50, 
here is a lifetime opportunity—don’t let it 
pass. Write now. J. C. PENNEY COM- 
PANY, INC., Attention Mr. J. D. Keyes, 
Room 1503-E, 330 West 34th Street, New 
York, N. Y.; or Attention Mr. E. M. De 
Moss, Room 1051-E, 1010 Pine Street, St. 
Louis, Mo.; or Attention Mr. Wm. H. Dayton, 
Room 1323-E3, 1324 Russ Building, San Fran- 
cisco, California. 
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UGUST W. 
REIS, who 
has _ successfully 
handled the line of 
the Harrison Shoe 
Co. in Baltimore, 
Washington, and 
vicinity - territory, 
for the past eight 
years will cover 
the same field for 
the Clark-Kimball 
Shoe Co. Mr. Reis 
is favorably 
known in retaii 
shoe circles and 
his many friends in the trade will be 
glad to know of his enthusiasm for his 
new proposition. Mr. Reis will be out 
within a few days with his new shoes 
and looks forward with keen anticipa- 
tion to showing them to the merchants 
of the Monumental City as well as to 
those of -the Capital City. 


4dugust W. Reis 


HE Boston Shoe Travelers’ Associ- 
ation held its 29th annual meeting 
on Dec. 22, elected officers for the 
ensuing year, and passed-a number of 
important resolutions the first one 
supporting the anticipated movement 
to be made at the Chicago Convention 
for Boston as the 1930 meeting place 
of the N. S. R. A. and N. S. T. A. 
President Harry P. Lynch again 
proved that he is a most efficient 
presiding officer and put through a vast 
amount of business with much dis- 
pe. A: -well attended meeting was 
eld in the big Georgian Room of the 
Hotel Statler and was preceded bya 
fine dinner. The report of Secretary- 
Treasurer Noll showed the treasury to 
be in a healthy condition; one of the 
features of the report which brought 
applause from the members was the 
announcement that there was approxi- 
mately $4,000 in the special death 
benefit fund. Resolutions were read on 
the deaths of past members, John F. 
Wheeler and Nathaniel Adams, and a 
silent tribute of respect paid to them. 
Among the new members introduced at 
this meeting were: James Waldo 
Field, of Craig, Reed & Emerson, Inc.; 
Wm. J. Lovejoy of the M. N. Arnold 
Shoe Co.; Joseph M. Geary of the Eby 
Shoe Co.; Alfred A. Kent, M. A. Pack- 
ard .Co.; and Frank D. Mead of the 
Skinner Shoe Satins; and Charles H. 
Weeber, Jr., with Dunn & McCarthy. 


M24E F.. ALLEN of Winchester, 
Mass., is New England selling 
agent for the Riker Co.’s complete line 
of fine jewelry, for shoes with Boston 
office at Room 311, 10 High Street. 
Miss Allen also assists in selecting and 
developing buckle styles. She is prob- 
ably the youngest traveling sales- 
woman in the country. She attends 
all of the shoe style shows, and is a 
good student of footwear ornamen- 
tation in its relation to the prevailing 
mode in women’s costumes. Miss 
Allen began her affiliation with the 
Riker Co. last June. Prior to that, 
for 2% years, she assisted Buyer A. 
Duncan in selecting and styling shoes 
at C. F. Hovey’s Boston. Her business 
history is interesting. During the 
World War, little Miss Allen, who had 
recently graduated from the 

th grade of grammar school, was 
chosen as secretary to the adjutant 


general, then located in her home town. 
After being “mustered out” of the ser- 
vice, she intended to return to school, 
but on account of her father’s illness 
was obliged to continue to work and 
so chose the mercantile line at one-fifth 
of the salary which she had been re- 
ceiving. About 5% years ago, this 
young lady was appointed secretary to 
Milton Plaut, Hovey’s women’s shoe 
buyer—working up through the ranks 
to a much increased salary as one of 
the executives. She left this house to 
take up her duties on the road for the 
Reynolds Co.—and later for another 
buckle house, after a few months with 
this connection, she came to her 
present one. Miss Allen covers the 
shoe manufacturing trade, she has a 


Mae F. Allen 


tremendous enthusiasm and confidence 
in her line, and is thoroughly convinced 
that—“The buckle oft sells the shoe. 
She says that her best sellers are little 
center buckles and step-in buckles. 
Her “kit” is compact. She is one of 
“the regulars,” too; likes to be called 
“Mae” and is “absolutely agin” going 
ahead of her turn in calling on a pros- 
pect, even though her fellow salesmen 
have on several occasions chivalrously 
urged her to do so—for, as she says— 
“I am one of the boys on the road— 
and business rules for a woman are 
exactly the same as business rules for 
a man. 


RALPH WOLPE, the happy-hearted 
business getter representing the 
W. H. Lampe Shoe Co., St. Louis, in 
Chicago and adjacent territory is re- 
ported as having done his “bit” on 
the preliminary work for the conven- 
tion of shoe travelers and retail shoe 
merchants in his “old home town” Jan. 
5-10. With his line of Lampe samples, 
Ralph will greet all comers during the 
N. 8S. R. A. convention in Room 791, 
the Palmer House. 


So GARDNER, who represents the 
Charles A. Eaton Co. in Western 
Pennsylvania and New York State, 
writes that his business is showing a 
o- increase. Mr. Gardner visited 
oston the week of Jan. 2-4. 
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AM PRICE, the 

popular slipper 
salesman, who for 
the past ten years 
has. been selling 
slippers to.the 
volume trade, . has 
been appointed in 
charge of sales by 
the Select Slipper 
Mfg. Co., of 104 
Bleecker Street, 
New York City, 
manufacturers of 
leather, satin and 
novelty _ slippers. 
Mr. Price sells the output of the fac- 
tory to the volume trade of the entire 
country. He will retain his headquar- 
ters and sample room at 503 Security 
Building, Chicago, and will alternate 
between Chicago and the factory in 
New York. In addition to the above 
line, Mr. Price is selling the product 
of Grand Slipper Co., of Passaic, N. J 
The above lines will be on display at 
Room 1130, Hotel Morrison, at the 
Chicago Shoe Style Show, Jan. 7, 8, 9 
and 10. Mr. Price invites all volume 
buyers to look over these lines. 


Sam Price 


HE Chicago Shoe Travelers’ Asso- 

ciation recently held its annual 
meeting and elected officers for 1929, 
as follows: H. I. Strandhagen, presi- 
dent; W. L. Drummond, vice-president; 
C. L. Heilbrun, secretary-treasurer. 
Board of Governors for two years: 
Sam Solomon, C. N. W. Evans, Jake 
Wurmser. Delegates elected to the N. 
S. R. A. Chicago Convention are: 
Frank B. King, chairman; Sam 
Solomon, Clarence Arnold, Lou Brown, 
D. W. Christian, George F. Collins,; 
Dave Davis, Halsey Elwell, Chas. W. 
Evans, Charles L. Heilbrun, Joe Kali- 
sky, T. H. Knox, F. J. LePine, How- 
ard D. Lotspiech, Ira Mack, W. H. 
Reichel, Simon Ruwitch, Ralph Stade- 
ker, H. I. Strandhagen, H. 1. Ware, 
Jacob Wurmser, M. W. Spencer. 


‘Tom CLECKNER now represents 
the P. Sullivan Shoe Co. of Cin- 


cinnati. He covers Pennsylvania, New 
Jersey, Maryland, and the Southern 
part of New York for this house. 
Tom has traveled this section for the 
past 18 years, and has an extensive 
acquaintance in his territory. 


FRANCES S. CUTTING and Wil- 
liam H. Carr, principals of Cutting 
& Carr, formerly of 72 Lincoln Street, 
Boston, have moved their sales office 
to the ground floor at 78 Lincoln 
Street, where they are continuing their 
lines of infants’, misses’, children’s, 
and little gents’ shoes, as well as 
women’s novelties, to the big buyers; 
they are also acting as resident buyers, 
and merchandising counsellors. Both 
men have had a wide experience in 
both the manufacturing, as well as in 
the distribution of footwear. They 
report an exceptionally big movemen: 
on their women’s boudoir slippers in 
black, as well as in blue and red kid, 
made by the A. W. Greeley Co., spe- 
cialists in this line for 20 years; they 
are agents for this house. The Fed- 
erated Shoe Stores of America have 
moved from the Albany Building to 
the former headquarters of Cutting & 
Carr, 72 Lincoln Street, Boston. 
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REG. U.S. PAT. OFFICE 


Season after season the 
ever-increasing popularity of 
Deauvilles shows evidence that they 
are here to stay—for years to come. 


Our advance orders prove this, and we are 
advising our customers to place their “Deauville” 
orders promptly with the only house in America 
which can supply the genuine article in quantity and on 
time—The Golo Slipper Company. 


t 
Genuine Deauville Sandals have quality workmanship and material. 
Genuine Deauville Sandals are made in AAA to D widths and can 

be fitted properly. 
The words “Deauville Sandals” are stamped on the sole of 
every Genuine Deauville Sandal. 
The trade mark Deauville Sandals is registered by 
the Golo Slipper Co. Any infringement of 
this name by others will be immediately 
prosecuted. 





GOLO SLIPPER COMPANY 


NEW YORK 
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Now * 


¢ 4B FIT 1n ALL swes ann worns 


(From 4 AAAA to 12 EEE) 


The man who was responsible for uniform 
toe-spring has developed a startling method 
of proportional grading of lasts and pat- 
terns that results in fitting values heretofore 
unknown. 





Every thoughtful shoeman is invited to 
investigate the most advanced step in last 
manufacture since right and left lasts were 
adopted. 





Sam Stephens will show — 
you in Rooms 2034-2035, Font McGee will show you 
Hotel Morrison, Chicago, — at Hotel Stevens 

Jan. 7-10 


Shoes will be on display to demonstrate 
correct fit in all sizes and widths. 


THE HITCHINGS-STEPHENS CORP. SCHELTER LAST CO., Ine. 


LAST MANUFACTURERS 294-298 FRANKLIN ST. 
LYNN, MASS. eo oo ROCHESTER, NEW YORK 
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YOU ARE INVITED, WHEN AT THE N-S-R-A 
CONVENTION, TO SEE OUR DISPLAY OF 
CHILDREN’S SHOE DEPARTMENT EQUIP- 
MENT. , 

~ Room: 1606—Morrison Hotel 


Jan. 7-8-9-10 


‘ Send for illustrated catalog if 
unable to see us at the Convention 


224m MECRAFP TS SHOPS tiie wepide. Tews 








You Can Sell Do you sell 
Dancing Shoes MILWAUKEE? 


May we send mail order Shoes, Leather, Findings or 


tec? 
customers to. your j 3 Supplies? 
store? Locate Your Milwaukee 
Selling Branch 


Write for a sample shoe. In 


: THE NEW 
You be the judge. 
Get the Complete Proposition and You REPUBLIC BUILDING 


Will Want the Franchise 248-260 Fourth Street, Milwaukee 

Look for our advertisements in popular publications 

reaching many million readers. Already the location of United Shoe Mach’y 

The Professional Shoe Corporation Corp’n.; Fred Rueping Leather Co.; A. R. 

141 West Austin Ave., Chicago, Il. Mueller Company; McKane-Lins Company. 
Space Available for Stores, Offices, Suites or 
Store Rooms. 

The Trading Center of Shoe and Leather Sell- 

ing in the Milwaukee Market. 


Kletsch Realty Co. 
HOTEL MORRISON, Jan. 7-8-9-10 253 Third St. Milwaukee, Wis. 

















APPROVED BY MEDICAL MEN 


HENRY LILLY CO. 


110 Duane St., New York VENTILATIONS 


PATENTED 





Wholesale Shoe Auctioneers 
Trade Sales of Shoes 


Every Wednesday and Friday 
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could fit, 
quality and ease 
_ of putting on these 
galoshes be presented 


more quickly than by this pic- 





ture? And how could the picture be 


reproduced as perfectly as by rotogra- 
vure? The more selling ideas in rotogravure 
the more goods this powerful medium will sell. 
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She'll SPEND Over 


>, 


After her holiday buying, the 
woman goes right 
‘back to the stores in January 
and spends over 2% billion 
dollars for merchandise. She 
doesn’t stop buying at Christ- 
| It is sound merchandise, too, 
2 that she needs for herself, her 
| children, her home. It is the 
kind of merchandise that 
3 builds year round volume for 
8 ‘you. It is the kind that re- 
- sponds to consistent advertis- 
| ing—advertising that tells 
- truthfully and quickly a great 
2 “ideal about your product. 
‘ "Photographs show faithfully 


ILLION 


in January 


the details that you would 
like your prospects to know 
about your goods. Rotogra- 
vure is the process that repro- 
duces photographs perfectly 
in mailing pieces, magazines 
and newspapers. Rotogravure 
advertising influences the 
woman shopper who wants to 
know about goods before she 
goes to buy them. 


Kimberly-Clark’s Rotogra- 
vure Development Depart- 
ment, 208 S. LaSalle Street, 
Chicago, is at the service 
of present and prospective 
users of rotogravure. Use their 
experience. 


Established 1872 
NEENAH, WISCONSIN 


New York 
122 East 42nd St. 


Chicago 
208 S. LaSalle St. 


Los Angeles 
519 W. Sixth St. 
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Stendal to Establish New High 
Grade Store in Minneapolis 


Shifts to New Location 
With 16,000 Feet of 
Floor Space 


MINNEAPOLIS, MINN. (UTPS)—C. 
M. Stendal is preparing to equip and 
open one of the finest if not the finest 
retail shoe store in the Northwest. 

This may be said to be some com- 
petition as several stores recently 
opened have set a tremendous pace 


in the way of design and furnish- 
ings. 

Mr. Stendal is to set the mark in 
another way. He is going out to Tenth 
Street at Nicollet Avenue. He is now 
at 606 Nicollet Avenue, where the sign 
“Stendal, the Shoeist” has hung 15 
years, 10 on Nicollet and 5 on Sixth 
Street, around the corner. The new 
location is strategic. It is the outpost 
downtown for fine retail ‘shoe stores. 
It admits the trend of the finer stores 
outward. In fact the Stendal move is 
due primarily to a change in lease for 
his and adjoining spaces for a low 
price chain store in general merchan- 
dise. The district is not new to Sten- 
dal. He had a second store for two or 
three years in the adjoining property. 

Preparation for a removal has been 
going on for a long time. Mr. Stendal 
was long ago forewarned and imme- 
diately began to outline a vision of the 
finest store of the sort. These plans 
have been working out finely, although 
the task to equip 16,000 square feet of 
space for retailing shoes is nothing 
short of a tremendous but fascinating 
problem. The character of this exclu- 
sive shoe and hosiery store may be 
imagined when $50,000 is to be ex- 
pended in its equipment. 

A veteran in the business and his 
connection with association work 
bringing him into contact with the 
best stores in the country, Stendal has 
the background for designing and out- 
fitting a store worthy of the famous 
Nicollet Avenue retail artery. It is 
true also that Mr. Stendal on a recent 
foreign tour with Mrs. Stendal had op- 
portunity to pick up useful ideas to be 
applied to his plan. 

“To move in this instance means 
progress,” says Mr. Stendal, “to pave 
the way to greater opportunity for ser- 
vice to people of Minneapolis and 
tributary territory. The Greater Sten- 
dal Shoe Store, for women, children 








Indianapolis Style Show 
to Be Held Feb. 18-20 


Indianapolis, Ind. (UTPS)— 
Announcement was made last 
week by C. I. Slipher, assistant 
secretary of the Indiana Shoe 
Travelers Association, of the 
sixth annual convention and style 
show given by the association on 
Feb. 18, 19 and 20, in Indian- 
apolis at the Claypool hotel. 

W. F. Crooke has been chosen 
manager of the convention, and 
will be assisted by the execu- 
tive committee of arrangements 
composed of C. I. Slipher, E. C. 
Smeltzer and Fred Neagele. 
More than 1000 invitations have 
been sent out, and a complete 
program will be issued in the 
near future. 














and men, will be ready before many 
weeks, comprising the entire southeast 
corner of Nicollet at Tenth, the last 
word in shoe service and equipment.” 

The Stendal store will occupy the 
ground floor of a comparatively new 
fireproof building, now two stores, but 
which is capable of sustaining several 
stories more when needed. 


Klein’s Peoria, Add 
Children’s Shoe Dept. 


Peoria, Int. (UTPS) —’ Klein’s 
mye Pent ge store has just opened 
a children’s shoe department as a part 
of its new combined children’s section, 
occupying the entire fourth floor of 
the store. The department is called 
“Klein’s Kiddies Shoe Zoo” and em- 
bodies a number of new ideas, aiming 
to make the fitting of shoes an event 
for children akin to going to a circus. 
The fitting stools are carved in the 
form of elephants and the ow fix- 
tures are in the shape of other ani- 
mals. The same scheme is carried out 
in a separate section for older children 
known as the “Jungle Nook.” 

Klein’s previously have carried 
men’s and women’s shoes but this is 
their first venture with a children’s 
department. Harry Gullet, former] 
in the shoe department of the Block 
Kuhl company, Peoria, is manager, and 
Billiken’s shoes for children and boys 
are featu 





Alfred A. Kohn Heads 


Shoe Merchants Council 


New York, N. Y.—-At the general 
fall meeting of the Shoe Merchants 
Council, the organization of New York 
retail shoe merchants, held Dec. 27 
at the Advertising Club, Alfred A. 
Kohn, veteran shoe retailer was elected 
president to succeed John J. Holden, 
who has headed the organization for 
the past two years. Other officers 
elected were Philip Bender, first vice- 
president; John -R. Laycock, second 
vice-president; Maurice Miller, third 
vice-president; Harry Rosenthal, 
fourth vice-president; Gustave Pick, 
treasurer, and Morris M. Greenberger, 
president and treasurer of the T. S. 
Doyle Company, secretary. 

Plans were made to increase the 
membership of the Council during 1929 
and to engage in a number of new ac- 
tivities. 

The proposed shoe tariff was dis- 
cussed at some length and action was 
taken instructing a committee under 
the chairmanship of John Slater to 
draft a resolution for approval of the 
membership and submission to all shoe 
trade organizations and to Congress- 
men and Senators. This resolution 
probably will embody the thought that 
while the shoe retailers of New York 
feel they can adjust themselves to any 
tariff on shoes, from the retail angle 
there is no need of one. At the same 
time, the retailers recognize the thought 
that from a manufacturing standpoint 
a tariff on shoes may be necessary in 
order to adequately protect American 
labor. 

The offices of the council will be re- 
moved to 138 West 34th Street, the 
offices of Mr. Greenberger, the newly 
elected secretary. 


Promotion for Al Reiss 


BIRMINGHAM, ALA.—The New Year 
will be brighter and busier for Al 
Reiss, inasmuch as he is to assume the 
duties of buyer and manager of the 
shoe department of the Herman Saks 
Store in conjunction with his present 
job as buyer for the Pizitz men’s, 
women’s and children’s upstairs shoes. 
The past year has been a very success- 
ful one for the Pizitz shoe depart- 
ments both from a volume and a profit 
point of view. A large part of this 
fine showing is due to the tremendous 
amount of well directed personal effort 
that Mr. Reiss has put in his job. 
After the Chicago Convention, Mr. 
Reiss is planning to continue his buy- 
ing trip to the Boston market. 
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e Announcement 


Concerning the STANDARD WARRANTY 
on Fibre and Composition Soles 
as adopted by 


The Sole and Heel Division 


OF 
THE RUBBER ASSOCIATION OF AMERICA 


Companies listed below, each a manufacturer of fibre or 

composition soles, or both, have, as of November 15, 1928, 

subscribed to and adopted the following Standard Waneanty 
and its Interpretation. 

Publication of this Warranty is made at this time to clarify any 
previous interpretation of any Guarantee or Guaranties which 
may have been assumed to be in effect prior to the adoption of 
this Standard Warranty: 


“Standard @larcantp 
on Fibre and Composition Soles 
The Blank Company hereby warrants their soles and soling mate- 
rials to be free from defects in workmanship and materials. 
The responsibility of sole manufacturers under this warranty 
ceases with replacement of the soles and (or) soling material if in 
the sole manufacturer’s judgment the soling materials are found 





Barefoot Sale Company Hood Rubber Company 

Dryden Rubber Company Miller Rubber Company 
Endicott-Johnson (Rubber Division) O'Sullivan Rubber Company 

Essex Rubber Company Panco Rubber Company 

Gleasonite Products Company Panther Rubber Manufacturing Company 
B. F. Goodrich Company Plymouth Rubber Company, Inc. 
Goodyear Tire and Rubber Company Seiberling Rubber Company 

Alfred Hale Rubber Company Taunton Rubber Company 

Hazen-Brown Company United States Rubber Company 
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Dorothy Poppe Opens 
Salon Type Branch 


MINNEAPOLIS, MINN. (UTPS)—The 
Dorothy pe Shoe shop is another re- 
tail store t has ensconced itself in 
the block of Ninth Street between 
Nicollet and La Salle Avenues. In 
fact it is the fourth new shoe store in 
this radius. Another noticeable point 
is that the eo management has 

iven up the old large shop idea and 

as taken a small space, concealing the 
stock and doing the fitting in an elab- 
orately decorated and equipped salon 
type of shop. One of the best decora- 
tors and house furnishing companies in 
the city was given the preparations for 
the new store and the furniture. and 
arrangement is exactly suited to the 
fancies of the women shoppers. 

The window display is unusually 
effective and the displays within, small 
ones, are in cases set in the high wood 
finished walls. The Poppe store has 
been many years on Nicollet Avenue 
and is continuing in the new store the 
Poppe custom of having -a sale occa- 
sionally called “One Dollar” sale. An 
extra dollar brings another ir of 
shoes. The plan is to sell each client 
two pairs of shoes. The $14, $15, $16, 
$18 and $22 shoes are sold, two at a 
time, respectively for $15, $16, $17, $19 
and $23. 


Shoe Dep’t Changed 


INDIANAPOLIS, IND. (UTPS)—The 
entire stock of Barriemore footwear 
has been disposed of and the line has 
been discontinued in this city. The de- 
partment at the Selig department store 
will be thoroughly renovated and re- 
decorated, and an entirely new indirect 
lighting system installed. Prepara- 
tions are being made for the opening 
of the Artistic Foot-wear Company, 
and the section will be under the man- 
agement of J. W. Hoffman, who for- 
merly mana it for the Barriemore 
company. he furnishings will re- 
main, but will be cleaned and re- 
finished before the opening of the new 
concern. Footwear from $10 a pair 
and up will be featured. 


Newark Shop Burns 


BATTLE CREEK, Mico. (UTPS)—The 
Newark Shoe Shop of this city suf- 
fered much damage from a fire of un- 
determined origin which started in the 
Fair Store next. door Wednesday night 
and spread to the shoe store through 


the basement wall, flaring upward 
through the main and second floors to 
the third before firemen were able to 
extinguish it. Loss to the building, 
stock and fixtures of the shoe store 
was’ placed at $10,000. The Fair store 
suffered a loss estimated at $40,000. 


“Hole in Wall” Opens 


JACKSO Fura. (UTPS)—The 
Hole in the Wall shoe store opened 
recently at 224 Main St., under the 
direction of W. S. Allman and W. 
anne, both well. known shoe men 
ere. 

The store caters to women patrons 
with. a line of shoes listed at one price. 


Palmer Opens New Store 


MriaMI, Fra. (UTPS.)—S. H. Palmer 
is to open a new shoe store at 30 N.E. 
First Street soon. He will carry a 
complete line of women’s shoes, with a 
side line of hosiery. Mr. Palmer al- 
ready operates one shoe store on Miami 
Avenue. He intends to give his per- 
sonal attention to this new store and 
will turn the other plant over to an 
assistant. 


Ad Club Fits 
Kiddies’ Feet 


Boston, Mass.— The. Advertising 
Club of Boston, through a “Santa 
Claus” committee headed by Earl G. 
Manning, fitted the feet of nearly 500 
children in an improvised shoe store, 
just before Christmas. For some years 
past, the Club had been giving the kid- 
dies a Christmas dinner, until last 
year, when the distribution of shoes 
was determined upon. The Goodwill 
Shoe Co. furnished the basement 
“shop” at 109 Beach Street; the Jack- 
son Chair Co, furnished the little 
chairs, and the Dennison Mfg. Co. fur- 
nished the tree, and all of the decora- 
tions. Toys and “eats” were also dis- 
tributed. 

“A portion of the basement was fitted 


shoe store, with shelving for cartons, 
arranged by sizes, a carpet on the floor, 
fitting stools and measuring sticks; the 
latter were loaned by F. W. Whitcher 
& Co. Three shoe travelers, who also 
had had several years’ experience in 
fitting the feet of the kiddies in retail 
stores, were the salesmen, namely: J. E. 
Phelan, Charles L. Anderson and Har- 
ry LeFavor. Children fitted presented 
a “Christmas Gift Certificate” from 
one of thirteen or more of the best 
known and most worthy charitable or- 
ganizations. 

Among those on Earl G. Mannings’ 
committee were: Ralph B. Dibble, 
Frank Black, Jeannette Gold, Frances 
Leyden, Helen M. Haney, Dorothy 
Nass, Arthur Fonda, Margaret Matson, 
Katherine Gillen, Minnie Taylor, 
Marian Parker, Laurice Moreland, 
Frances Hanson. 


Ballou, Treasurer of 
Merchants Association 


PROVIDENCE, R. I. (UTPS)—Frank 
E. Ballou of the F. E. Ballou Company, 
shoe retailers here, was elected treas- 
urer of the newly formed Weybosset 
Merchants Association. The latter is 
being organized for the purpose of 
bringing greater prosperity to business 
establishments located on Weybosset 
Street and on adjacent streets. It is 
planned to better shopping conditions 
as a bid for increased patronage. 


Siskind Now Manager 


LEXINGTON, Ky.—Sydney Siskind, 
who has been in charge of W. Jacob- 
sen’s Norwood Boot Shop, Norwood, 
Ohio, for the last five years, has recent- 
ly been made manager of the Cinder- 
ella Slipper Shop in this city. The 
store is located at 102 West Main 
Street. : 





out to resemble a high-grade children’s - 





Campus Boot Shop 
Opens January 12 


WorcEsTER, Mass.— The Campus 
Boot Shop, featuring Thompson’s shoes 
for men and the Dr. Davis shoes for 
men and women, will open for business 
on Jan. 12 in the Park Building at 4 
Franklin Street; this is the first new 
shoe store to make its 1929 “début” 
here Charles H. Hildreth, owner, is 
well known in this city, through his 
more than 25 pears service to the com- 
munity in the retailing of shoes. 

Before going into business for him- 
self, Mr. Hildreth was manager of the 
W. J. Woods Co.’s shoe department; his 
first connection was with the old Dad- 
mun & Heywood Shoe Store. The Cam- 
pus Boot Shop is modernly and artis- 
tically equipped and every facility in 
the way of prompt and satisfactory 
shoe service will be accorded the public. 


After Christmas Sales 
Now Well Under Way 


Boston, Mass.—Retail shoe mer- 
chants devoted the major part of their 
selling activities during the week after 
Christmas to the merchandising of eve- 
ning slippers, hosiery, and accessories. 
Many stores report that there were not 
as many returns on house slippers as 
usual, The dyeing of white satin, 
white moire and silver slippers, con- 
tinues as an interesting and profitable 
feature. There were some sales fea- 
tured of broken sizes in women’s high- 
grade shoes in suede, reptile leathers, 
patent, kid, tweed and evening fabrics; 
one store sold these items at $5.85, an- 
other store conducted a two-day sale on 
——e slippers in silver and gold kid, 
silver brocade, and white satin opera 
pumps at $4.95. 

Silk-to-the hem, full fashioned stock- 
ings were offered at $1.10, or three 
pairs for $3.25. Another store con- 
ducted a successful sale of kid, moire, 
brocade, and pressed velvet, in high and 
low-heeled evening shoes, at $8.95. 
Another store sold evening slippers at 
$12.50. An exclusive, Mohensie shoe 
store, offered evening slippers in white 
crépe and black satin, with gold and 
silver kid trims, for $17 to $26. High- 
grade men’s shoe stores report the sale 
of many shoes to college boys, spend- 
ing the holidays at their homes in this 
vicinity. Stock-taking has already 
started and reduced price sales will be 
well under way by Jan. 15. 


B. H. Leurs Dead 


SPRINGFIELD, ILL. (UTPS)—B. H. 
Leurs, for 56 years a shoe dealer in 
Springfield, died on Dec. 29, 1928, after 
a lingering illness of heart disease. He 
was 75 years old and for 12 years he 
had served as a member of the San- 
gamon county board of supervisors. 


Buys Bedell Stock 


PROVIDENCE, R. I. (UTPS)—The 
Outlet Company of this city have just 
advertised the purchase of the entire 
shoe stock of Bedell’s, Inc., also of this 
city. Shoes formerly priced at from 
$7 to $10 were offered for one-half 
price and less. 
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Beverly Jones Retires 
From International Shoe 


—— 


Had Been Merchandising Manager 


of Roberts, Johnson and Rand 
Division for 11 Years 


St. Louis, Mo.— 
Beverly Jones, 
merchandis- 
ing manager of 
men’s, women’s 
and children’s 
shoes for the 
Roberts, Johnson 
& Rand Shoe Com- 
pany branch of 
the International 
Shoe Company, re- 
tired on Jan. 1 
after spending 27 
years in the busi- 
ness. 

He started in 1901, at the age of 19, 
with Hamilton-Brown Shoe Company 
as stock boy, piling shoe cases and 
various other duties which were as- 
signed to him. Later he entered the 
mail-order department, advancing from 
there to the position of salesman, when 
in 1905 he made his first trip on the 
road. His territory, Mississinpi and 
part of Alabama, showed an increase 
the first year of more than 100 per cent. 

For seven and one-half years he 
traveled this section of the country, 
and in 1911 led the entire sales force 
of the company. He left the road and 
was brought into headquarters and 
made general manager of the jobbing 
house of Hamilton-Brown Shoe Com- 
pany, shortly afterward being pro- 
moted to merchandising manager, 
which position he held until 1917, when 
he left the company to join the 
Roberts, Johnson & Rand Shoe Com- 
pany in a similar capacity. 

He has held this position for eleven 
years, during which he has been re- 
sponsible for the selection and artes 
of the merchandise for this branch, as 
well as placing of orders. Over this 
period he has placed orders for ap- 
proximately $319,000,000 worth of 
merchandise. 

Mr. Jones possesses a particularly 
fine record in that, during the past 
ear, the mark-downs on merchandise 

ught were less than one-fourth of 
one per cent. 

He was one of the early organizers of 
the St. Louis Shoe Manufacturers’ and 
Wholesalers’ Association, one of the 
strongest market organizations in the 
shoe ind . He wrote its constitution, 
served, as chairman of many commit- 
tess, and in 1928 was elected presi- 
dent of the organization. In that ca- 
pacity he will head the St. Louis dele- 
gation to the National Shoe Retailers’ 

tion convention in Chicago, 


Beverly Jones 


Associa 
~f where the St. Louis market will have 





one of the largest displays in its his- 
tory. 

Regarding his future, no statement 
has been made, but it is known that 
he has refused a flattering offer to 
head one of the large shoe companies. 
Immediately after the first of the year 
he will take a much needed vacation in 
Florida with his family. 


Special Train from 


St. Louis to Chicago 


St. Louis, Mo.—The St. Louis Shoe 
Manufacturers’ and Wholesalers’ As- 
sociation extended an _ invitation 
through letters sent to merchants 
South and West to join them on a 
special train which left St. Louis, 
Saturday midnight, Jan. 5, arriving in 
Chicago early Sunday morning. The 
train was a “de luxe” affair and car- 
ried the St. Louis manufacturers as 
well as the St. Louis merchants who 
attended the N. S. R. A. Convention. 
A buffet supper was served on the 
train. 

Every merchant coming through St. 
Louis on his way to Chicago had the 
privilege of having his ticket routed 
over the C. & A. Railroad, which had 
been designated as the official route by 
the manufacturers. 

The St. Louis shoe manufacturers, 
cooperating and supporting the Na- 
tional Shoe Retailers’ Association, will 
have their headquarters at the Palmer 
House. Over 162 sample rooms have 
been engaged and 500 sleeping rooms. 
to take care of the large sales force 
each organization will take to Chicago. 

Two manufacturers are-in the 
Stevens Hotel and another of the St. 
Louis group is at the Morrison Hotel. 
The St. Louis group exhibit in the 
exhibition hall in the Stevens Hotel 
is at Booths 34, 35, 36 and 37. There 
are in attendance two young ladies who- 
will assist merchants in locating the- 
St. Louis manufacturers and render- 
ing information service. 

Twenty-five manufacturers, all mem- 
bers of the St. Louis association, are- 
exhibiting. Frank H. Mahler, execu- 
tive secretary of. the association, has: 
headquarters in Rooms 1050 and 1051. 
The special train party was headed by 
Beverly Jones, president of the manu- 
facturers’ group. 


Gave 13,000 Pairs of Shoes: 


BINGHAMTON, N. Y.—The Johnsons, 
of Endicott, Johnson Co. gave 13,000: 
pairs of shoes for Christmas presents: 
to school children, ministers, teachers, 
policemen, firemen, switchmen and poor- 

ple of “Happy Valley.” Sixty-five 

undred school children marched class: 

by class to the factories, where they’ 
each were fitted to new shoes. 
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Firm Reorganized 


ROCKLAND, Mass.—The Schwarz & 
Ruggles, Inc., which discontinued busi- 
ness when President Bruno E. Schwarz 
retired to accept a position with the 
United Shoe Machinery Corp., has 
been reorganized and manufacturing 
has been resumed on the making of 
both men’s and women’s shoes. New 
officers of the corporation will be 
elected at a meeting next ‘week. The 
concern formerly manufactured shoes 
in Brockton before leasing a _ local 
plant. 


To Push Kid Leathers 


For Men’s Summer Shoes 


PHILADELPHIA, Pa.—The Leather 
Division of the Tanners’ Council, in a 
Philadelphia meeting, recently ap- 
proved a campaign to cooperate in 
men’s summer weight shoe activities 
for the spring and summer of 1929. 
An expression of interest on the part 
of manufacturers of kid leather for 
summer weight shoes stimulated the 
Leather Division to renewed interest in 
kid stock over smart men’s lasts. 

The cooperation of the following 
manufacturers was secured: Brown 
Shoe Co., St. Louis, Mo.; Central Shoe 
Co., St. Louis, Mo.; Churchill & Alden 
Co., Brockton, Mass.; Edwin Clapp & 
Son, East Weymouth, Mass.; Conrad 
Shoe Co., Brockton, Mass.; Curtis 
Shoe Co., Inc., Marlboro, Mass.; Em- 
erson Shoe Mfg. Co., Rockland, Mass.; 
Farmington Shoe Co., Farmington, 
Mass.; French, Shriner & Urner, Bos- 
ton, Mass.; Hanan & Son, Brooklyn, 
N. Y.; F. M. Hoyt Shoe Co., Manches- 
ter, N. H.; Johnson & Murphy, New- 
ark, N. J.; Geo. E. Keith Co., Mon- 
tello, Mass.; Milford Shoe Co., Milford, 
Mass.; A. E. Nettleton Co., Syracuse, 
N. Y.; Old Colony Shoe Co., Brockton, 
Mass.; Stacy-Adams Co., Brockton, 
Mass.; Stetson Shoe Co., South Wey- 
mouth, Mass.; Thompson Bros. Shoe 
Co., Brockton, Mass., and E. T. Wright 
Co., Rockland, Mass. 

Opinion was expressed that kid 
leather for summer weight footwear 
would develop superior ventilation, 
flexibility and lightness, and that the 
shoes made up would be the coolest, 
easiest and most comfortable for that 
season’s wear. 


Bass Sells Interest in 


Russell Moccasin Co. 


WILTON, Mze.—G. H. Bass & Co., have 
disposed of their interest in the W. C. 
Russell Moccasin Co., of Berlin, Wis., 
to a number of stockholders, all resi- 
dent in Berlin. The new head of the 
Russell company is M. G. Gustin, for- 
mer treasurer, under whose management 
the Russell factory will continue the 
manufacture of the same type of moc- 
casin footwear which has always been 
made there. Included in the Russell 
line will be golf oxfords built by the 
true moccasin process. 

Mr. Gustin is president of the com- 
pany; F. H. Younglove is vice-presi- 
dent, and W. N. Crawford and D. A. 
Minsky are respectively treasurer and 
secretary. 





David G. Ong Made 
Pres. of U. S. Leather 


David G. Ong 


New York, N. Y.—At a meeting of 
the Board of Directors of The United 
States Leather Company held at its 
offices Two Park Avenue, Dec. 26, 
David G. Ong was elected president, 
effective Jan. 1, 1929. Mr. Ong suc- 
ceeds Hiram S. Brown, who, while tak- 
ing up other duties, will retain his in- 
terest in the leather industry by re- 
maining on the Board of Directors and 
as chairman of the Executive Com- 
mittee of The United States Leather 
Company. William McAdoo, will re- 
tain his position of first vice-president, 
director and member of the Executive 
Committee of the company. 

David G. Ong has been connected 
with The United States Leather Com- 
pany since Sept. 1, 1925, as assistant 
to President Brown and as president 
and treasurer of one of the company’s 
most important subsidiaries, Hilliard 
& Merrill Company of Lynn, Mass. 
Prior to coming to the company, Mr. 
Ong was vice-president of the Servel 
Corporation of New York. During the 
war, he was in charge of the Dayton, 
Ohio, district, Finance Division, of the 
Air Service, with the rank of captain. 
In this capacity he reported to Lieu- 
tenant Colonel H. S. Brown, Chief of 
the Division in Washington. Mr. 
Brown subsequently became president 
of the United States Leather Company. 

Mr. Ong is well known throughout 
the trade, and his election is a very 
popular one. 


W. C. Stribling Dies 


St. Louis, Mo.—William C. Strib- 
ling, 75 years old, former St. Louis 
wholesale shoe dealer, died Dec. 25 in 
Pasadena, Cal. Mr. Stribling was born 
in Virginia and came to St. Louis as 
a young man, entering the employment 
of the wholesale shoe house of Tennant, 
Walker & Co. He later became a part- 
ner in the firm, which later became 
the Tennant, Stribling & Ely Shoe Co. 
He continued with the firm until 1900, 
when he retired. 
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Bryan Made Sales Head 
of England, Walton & Co. 


Boston, Mass.— 
Henry B. Bryan 
Jt., treasurer o 
E d, Walton 
& Co. has been 
transferred to 
Philadelphia 
where, on Jan. 1, 
he became sales 
executive of the 
arent company— 

ngland, alton 
& Co., Inc., with 
offices at 256 Third 
Street. He will, 
however, continue 
his active connection with the Boston 
corporation, having been elected vice- 
=" at a recent meeting of stock- 
olders. Mr. Bryan is succeeded in 


#. B. Bryan, Jr. 


Boston by E. W. Pevere, who came in- 
to the firm as manager of the cut sole 
department in 1924 when the firm of 
Huguley & are amalgamated with 


—_— Walton. 

rt. Bryan has been with this firm 
for nineteen years, having begun as a 
tannery hand in the Harrisonburg, Va., 
tannery in 1910. Later he was trans- 
ferred to the tannery warehouse in 
Philadelphia where he worked as a 
sorter. He came to Boston in 1912. 


A New In-Stock 
House for St. Louis 


St. Louis, Mo—The National Spe- 
cialty Shoe Company which was re- 
cently organized, is now opents its at- 
tractive store rooms at 1320 Washing- 
ton Avenue, St. Louis. This company 
will feature high style novelty footwear 
in stock, wholesaling at one price only 
—$2.85. It has been organized by in- 
terests well connected in the shoe in- 
dustry and who have had years of 
experience in buying and selling nov- 
bie | footwear. 

ave W. Saifer, a well known shoe 
man of twenty-five years’ experience in 
handling novelty footwear, will manage 
the business. e states that his pur- 
pose is to give the retailer the best 
values obtainable at the $2.85 grade. 

The first showing of the National 
Specialty Shoe Company’s line will be 
at the Morrison Hotel during the 
N. S. R. A. Convention in Chicago. 


Albert H. Linscott Dead 


RocHester, N. H.—Albert H. Lin- 
scott, retired shoe manufacturer of this 
city, died here Dec. 21, after a long 
illness. Mr. Linscott was formerly 
president of Linscott, Tyler & Wilson 
Co. He had worked his way to the 
head of an important shoe manufac- 
turing house from that of foreman of 
a cutting room in an Auburn, Me., 
plant. He afterwards went to Spring- 
vale, Me., where he superintended the 
Perkins, Jones & Co. factory, which 
concern later moved to Rochester. This 
business was continued and incorpo- 
rated in 1906, under its et name 
of Linscott, Tyler & Wi Co. 











Trend of the Hide Mar- 
ket in 1928, and What 
‘ It May Foreshadow 


Boston, Mass.—Under this 
heading the New England Shoe 
and Leather Association has sent 
the following bulletin to its mem- 
bers and the trade at large: 

“The trend of the hide market 
during 1927 and 1928 is shown by 
the following figures: 

1928 1928 
‘eb. Jan. Dec. 


Frigorifico steers. . 
Native steers— 


“The rise amounted to 
100 per cent in 1927. 

“Prices are now 26 to 63 per 
cent higher than Feb. 1, 1927. 

“The average rise in 1927 was 
about 85 per cent, and now raw 
stock is about 44 per cent above 
February, 1927. 

“Big sharp rises are usually 
followed by reactions. 

“There was no increase in hide 
production during 1928—in fact, 
the inspected kill of cattle has 
fallen off 12 to 14 per cent as 
against 1927. 

“Importations of shoes, leather 
and hides increased, and shoe 
manufacturers bought leather for 
months ahead and when leather 
prices finally rose found ways of 
economizing in shoe costs through 
the extensive use of substitutes. 
This caused hide prices to lose in 
1928 about 50 per cent of the 
advance they had in 1927, and 
also caused leather stocks to in- 
crease 22 per cent in side leather, 
35 per cent in patent leather. 
and 38 per cent in sole leather. 
The curtailment in tanning oper- 
ations which has been going on 
for several months will soon 
diminish the leather stocks. 

“But as long as world cattle 
and hide supplies are not in- 
creasing, it is probable that raw 
stock prices may seek a higher 
level in 1929 than exists at pre- 
sent. This view is strengthened 
by the belief that shoe manufac- 
turers have reached their limit at 
economizing in shoe costs, - and 
also by the fact that it is quite 
probable that an import duty will 
be put on leather and shoes, if 
not on hides. Furthermore, it is 
estimated that it will be two or 
three years yet before there will 
be sufficient cattle to increase 


supplies. 

“Buying resistance by the pub- 
lic is the main counter-argument 
and this depends upon general 
conditions. .Leather stocks will 
probably not prove at all burden- 
some with advent of import 
duties on r, shoes and 
hides.” ’ 
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Woven Vamps Dutiable 


New York, N. Y.—Woven leather 
vamps, used in the manufacture here of 
women’s footwear, must pay duty after 
Jan. 19, at the rate of 30 per cent ad 
valorem, according to a communication 
addressed to the collector of customs 
at New York by E. W. Camp, Commis- 
sioner of Customs. The present prac- 
tice is to permit these vamps to come 
into the country duty free under 
op aes ae 1606. Domestic interests 

ve prevailed upon the Treasury De- 
partment to change the classification, 
fixing duty at the 30 per cent rate 
under paragraph 1432. 


Ault-Williamson Will 
Make New Line of Turns 


AUBURN, Mse.—The Ault-Williamson 
Shoe Co. of Auburn and St. Louis, al- 
ready the largest producers of turn” 
shoes in America, will announce and 
exhibit at the N. S. R. A. convention 
in Chicago, an entirely new line of 
turn footwear to supplement their Con- 
stant Comfort Shoe line. “The Modern 
Prophylactic Shoe” is the name under 
which the new line has been created. 
Every number in the line will be a 
style shoe, although the company will 
avoid “ultra-fast” novelties in keeping 
with their long established policy. 
Like all the rest of the shoes manu- 
factured by this company, the Prophy- 
lactic Shoes will all be Goodyear 
Turned. They will be priced to fill the 
requirements of the retail selling range 
just above that of the Constant Com- 
fort line. 

The new Prophylactic line has been 
in preparation ever since it was an- 
nounced that the Ault-Williamson fac- 
tory had —— over ig saeme d to 
the use of the United Last Company’s 
new system of Coordinated Lasts and 
Patterns. According to a statement 
from Charles Ault, the company has 
“made an effort to incorporate every 
modern improvement in shoemaking 
and design” into the shoes of the new 
line. They are arch-support shoes 
made with cottage shanks, narrow-heel 
molded counters and no extreme heels, 
either high or low. 

In-stock service has already been 
arranged for the new line at both the 
Auburn and St. Louis headquarters 
and the consumer advertising is sched- 
uled to begin in January in a long list 
of women’s magazines ranging down 
into the professional and women’s club 
publications. 


J. Newton Seitz Co. 
Now Making Welts 


BattimoreE, Mp.—The J. Newton 
Seitz Shoe Co., 117 South Paca Street, 
this city has begun the manufacture of 
welts in infants’, children’s and misses’ 


footwear, in addition to their already 
established lines of turn footwear. Pro- 
duction on welts was begun about the 
middle of December. Turns have been 
made for the last fifteen rs. 

Louis I. Weitzman, sales manager, 
called the salesmen into the factory as 
soon as samples had been completed 
and then sent them into their: terri- 
tories. He anticipates a considerable 
increase in business in 1929. 








F. Mayer Shoe Co. Now 
Chapline-Mayer Shoe Co. 


MILWAUKEE, Wis. — An important 
development in the Milwaukee shoe 
market is the re-entry of C. O. Chap- 
line in that field through acquiring a 
prominent interest in the F. Mayer 
Shoe Co., corporation and the change in 
corporate style to The Chapline-Mayer 
Shoe Co. Prominent in the official 
family of the new company besides Mr. 
Chapline are George F. Mayer, Fred 
A. Mayer and P. J. Dionne. The pre- 
sent sales force continues intact. 

Women’s and growing girls’ foot- 
wear constitute the product. In addi- 
tion to the staple featured footwear 
with which the well-known trade name 
of “Martha Washington” has long been 
identified, steps have been taken to- 
ward eo the corrective shoes 
in the Chapline-Mayer line and par- 
ticularly. developing a stronger repre- 
sentation of smart street and sports 
shoes in both women’s and growing 
girls’ sizes. 

Mr. Chapline entered the shoe field 
twenty-two years ago with The Harsh, 
Smith & Edmunds Shoe Co., Milwau- 
kee, occupying positions as sales man- 
ager, general manager and Vice-presi- 
dent until 1926 when he removed to 
California and has since conducted a 
jobbing business in Los Angeles, known 
as The Chapline Shoe Co., 


Philadelphia Travelers 
Re-elect All Officers 


PHILADELPHIA, PA—The annual 
meeting and election of officers of the 
Philadelphia Shoe Travelers’ Associa- 
tion was held at the Hotel Adelphia, 
Saturday, Dec. 29. Plans were dis- 
cussed for the participation of the 
Travelers in the convention of the 
Middle Atlantic Shoe Retailers’ Associ- 
ation to be held in January. 

Cal J. Mensch, secretary and man- 
aging director of the M. A. S. R. A. 
was present and conferred with the 
committee on participation. 

At the business meeting of the 
Travelers, which followed a luncheon, 
the current officers were reelected to 
begin their new term immediately: 
Paul S. Lippincott, president; I. Frank 
Oberfield, first vice-president; William 
J. Miller, second vice-president; Frank 
L. Fitzpatrick, third vice-president; 
William F. Schoell, secretary and 
treasurer. 

Sidney Horowitz was elected to the 
board of governors to fill the place of 
Francis I. Meany, and George Drys- 
dale, C. R. McClellan, William F. 
Clements, and J. Lester Enow were 
reelected to the board. 


Drell to Manufacture 


New York, N. Y.—After an ex- 
tended automobile trip to the Pacific 
Coast, B. Drell, formerly with Arthur 
Bender, Inc., has returned to New 
York and will open a shoe factory in 
New York City during the next few 
weeks where he will manufacture 
strictly bench made shoes for a selected 
clientele of retailers. 


WHERE TO BUY 
Men’s & Women’s 





- SLIPPERS REPEAT 


IN STOCK 
Best grade kid, 














PARISTYLE FOOTWEAR MFG. CO., INO. 
Factory and Salesrooms 
40-46 West 25th St., New York City 





1 


WHERE TO BUY 
Slipper Supplies 





POMPOMS AND ROSETTES 
The right merchandise at the right price. 











Sampice sent on request. 
HY-GRADE SLIPPER SUPPLY ©O. 
@R2 Rrondway New York (ttw 
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WHERE TO BUY 
Children’s Shoes 





“ELAM” 
Flexible Turn Shoes 


For the Jobbing Trade Exclusively 
F.S. ELAM SHOE co. 
ROCHESTER, N. 


Sostes GAay GGL Te, ieee 











WHERE TO BUY 
Standard Shoe Materials 





The One 
Waterproof 
Leather That 


Takes and Re- 
tains a Polish. 

CREESE & COOK CO. 
Tanneries at Danverspert, 95 Seuth St., Besten, Mass. 


est Virginia 


Exacting standards of manufacture 
F ce es Uniform Quality. 
p Product Department 
cet Virginia Pulp me gag Oe Company 


New Y: 


























WHERE TO BUY 


Store Fixtures 





Exploring the Buyer's 
Mind 
[CONTINUED FROM PAGE 22] 


75 per cent of selection is influenced by 
intuition, and the rest of it is to be credited 
to previous season’s business trend. Fash- 
ion fact plays a good part in directing 
—e hee 

H. C. Vollrath of the John Taylor Dry 
Goods Co., Kansas City, Mo., says, “Buy- 
ing influence is governed proportionately 
75 per cent by previous selling experience, 
20 per cent by knowledge of fashion fact, 
and 5 per cent by intuition or hunch.” 

. W. Nuckols of F. W. Dabney & Co., 
Inc., Richmond, Va., says, “About 50 per 
cent in buying selection is governed by the 
buying trend of what secms to be in de- 
mand, and then again we, of course, are 
influenced by what the better grade fac- 
tories are showing and selling.” 

H. B. Teets of The Denver Dry Goods 
Co., Denver, Colo., is “Influenced in buy- 
ing by intuition based on previous selling 
experience in the light of past fashion 
knowledge.” 

Now, in men’s shoes the factor of selec- 
tion shows a wide variety of opinion. The 
Broadhurst Young Shoe Denver, 
Colo., “Believes knowledge of style tren‘s, 
together with past experience, are most 
important. Intuition plays only a small 
part, but the advice and experience of 
trusted factory salesmen is very valuable. 
The importance of the opinion of certain 
store salesmen is very great in the proper 
selection of shoes for a new season.” 

Ralph Pokorny Levey of New Orleans, 
La., indicates, “Selection by intuition about 
40 per cent; fashion facts and knowledge 
rate the same .n1 to previous selling ex- 
perience about 20 per cent.” 


Printed Silks for Summer 


Dress 
[CONTINUED FROM PAGE 29] 


fashion horizon, but it is preferable to run 
to simple patterns, allowing the wildness 
of the silk to attract the eye. 

The printed silk shoe is an extra shoe 
in every merchant’s stock, having much of 
the character of the woven sandal. A 
woman buys it for wear now and then, and 
not for steady day in and day out usage. 
A woman’s capacity for buying shoes can 
be increased by showing her these unusual 
types of footwear, which are the object 
of comment and attention by everybody. 
The printed silk shoe will do much to take 
the place of the ordinary woven sandal. 

When dresses are in printed silk, the 
merchant has a real problem in harmo- 
nizing printed shoes with such dresses, 
when the designs may be radically differ- 
ent. In good styling it is never done. The 
woman wearing a printed silk dress will, 
therefore, select to balance the dark back- 
grounds of the printed silks, patent leather, 
if the background is black, blue, kid and 
suede if the background is blue, green 
slippers with the green and beige back- 
grounds, and it gives her for the first 
season a real link of color in dress, and 
a continuity of that color scheme into the 
shoe. 


For the girl who is in business, and who 
finds a need for wearing printed silk for 
long stretches of the day, the black patent 


WHERE TO BUY 
Spats 





IN STOCK—IMMEDIATE DELIVERY 


BLOG SHOE CO., INC. 
147 Duane St., New York, N. Y. 














SPATS MADE OF BEST 
WATERPROOF 
CRAVENETTED MATERIALS 

From $16.50 te Pe 00 


Merchandise of dez. 
will be sent on pA. 


GOLD SEAL 


536 Broadway New York 








Handand 
SPATS 


All-wool Kersey Cloth, English 
Box Cloth, and all wool felt. 


COLORS: 


Pearl Grey, medium dark Grey, 
light Fawn, and dark Fawn. 


Tatlored by 


S. Rauh & Company 


310-318 Sixth Ave., New York City 














leather pump is ideal.. From Paris I get 
advices that patent leather is being treated 
as a style note for Spring and Summer 
wear. 

There is a great place and fashion for 
French beige, sun-tan and Lido shades in 
leather, and a particularly strong place 
for white, which must be accepted in 
America as the universal Summer number. 
Such a diversity of dresses never before 
was presented to the American woman in 
the oddest shades imaginable, and it is 
necessary for a shoe man to know by 
querying local selections of dress houses 
the exact trend of affairs in his com- 
munity. 
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Truitt Brothers, Inc. 


Manufacturers 


of 
Children’s Shoes 
Binghamton, N. Y. 





ELBE LE OO LO Ee 
CAHILL BOX MARKER 


“The 


Carten That Opens in the Freon?” 


For 


description, 


(Copyrighted) 
A VERY EFFECTIVE 
MACHINE 


stock number,.... 


and width and 


selling price of the shoes on the 
carton or the index card for the 


9-1-26 


ae Pending 


Beautiful—Convenient—Economical— 
Any size— Any color — 

anywhere knocked down at 
lowest freight rates. 
Cost less though 


made of 
better materials. Samples 
or salesman on request. 


Cahill carton. 
PRICE, $4.00 
Melled on Approval 





‘i I 





2 


HOTEL MAJESTIC 


CENTRAL PARK WEST 
72nd STREET 
Situated in New York’s finest residential dis- 
trict, facing beautiful Central Park. Only 5 
minutes from the smart shops, theatres, rail- 
road terminals. 


Service and Cuisine of Traditional Fame 


The Majestic has always been the residence of 
many distinguished visitors to this continent. 


Room & Bath - 3° pe4, 407 


Ih) 
HH} HI Hl 








Students in famous Illinois clinic 


STUDY CHIROPODY 


Many of the world’s leading Chiropodists are former shoe people 
who have followed up their valuable experience at the fitting stool 
with a course in Chiropody. Today they are earning from $5,000 
to $15,000 a year. 

The opportunities for Chiropodists are unlimited. In the United 
States there are about 162,000 physicians, about 82,000 dentists, 
but only 5,000 Chiropodists! A virgin field! 

Course only 2 years at best known College of Chiropody in 
America equips you for practice. 16th year. You are ready to ente1 
with four years high school or equivalent. Largest foot clinic in 
world — over 16,000 foot cases handled annually, large faculty 
physicians, surgeons, chiropodists. Write for catalog. No obligation. 


——----—MAIL THIS COUPON TODAY —--—— 
ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 
Gentlemen: Please send me, postage prepaid, latest catalog and complete 
information relative to Chiropody and your school. 

Name . Hak 
Street and Number. 
City 
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mn and Opportunities Department 


RATES AND OTHER INFORMATION 





























MEN’S WORK and DRESS LINE 


good territories. We are making changes in our selling organization. 
te meet and beat competition, Applicants must really DESIRE 
trade for it. Those not 100% interested DO NOT REPLY. Com- 
earried with non-conflicting line. Give experience, territories you desire 
first letter. Will hold confidntial. 


D-8901, care Boot and Shoe Recorder, 80 Federal St., Boston, Mass. 








SALESMEN WANTED 


Have the following territories open 
-~ colgnen with tea ya trade 
or a ast-selling women’s 
Stitchdown, and men’s and boys’ novelties in stock to retail at $3.00, 
dress shoes. Chicago and sur- $4.00, $5.00 and $6.00. Strictly 
rounding territory. Must be expe- eomenintion. 
— energetic, and a 
blished trade. Exceptional Philadelphia Upper New York State 


copeelion , ie following terri- Guam Baltimore nd Wanklagton 








Address D-8S97, care Boot and 
Shee Recorder, 239 W. 309th St., 
New York, N. Y. 











Well established, experienced, to represent prominent Czechoslovakian manu- 
facturer of shoes and woven sandals, sold direct from factory. Address D-896, 
care Boot & Shoe Recorder, 239 W. 39th St., New York City, N. Y. 




















tment stores 
ndiana, Iowa, 











Walk 
and 


Ref Address 
Stee Acted: eid Se, Ades ssgmentSprine smtles naw reny. 
214 South 12th St., Philadelphia, Pa. 


The “House of Winners” 


has openings for live salesmen with 
an established trade in the follow- 
ing territories: Washington, Oregon, 
Idaho, Montana, b ag os Wisconsin, 
Nebraska, Colorado, Kentucky, Ten- 
nessee, Minnesota, East Texas, and 
Michigan. Fastest and easiest sell- 
ing line of Women’s extreme Novel- 
ties on Market today at $2.85 to 
$3.35. Straight liberal commission. 
Write at once giving references 
and other information in first letter. 


Fashion Shoe Company, Inc. 
1327 Washington Ave., 
St. Louis, Mo. 








Salesmen Wanted 


For the following territories: Wis- 

consin, Illinois, Pennsylvania, Indi- 

ana, ( (Kentucky and Eastern Tenn- 
essee), Cidlescur! and Kansas), 

(Michigan, including Detroit), 

Nebraska, Iowa, for a fast selling 

line of women’s novelty shoes “In- 

Stock” priced at $2.85, 

$3.85. trictly commissi 

to — with established trade 


wh MARKS SHOE CO. 
1406 oe ee ee Ave., 
t. Louis, Mo. 








WANTED 


Boxes in age a high 

of men’s shoes, cover 

eh ap end North and South | Dakota. 

Salesman acquainted on the territory 
preferred. 

NUNN, BUSH & WELDON SHOE CO. 

Milwaukee, Wisconsin 











SALESMEN WANTED—To carry Carpen 

ter’s well known side line of infants’ - md 
soft Soles and “Self-Starters.” The repeat 
line that means larger commission checks. 
Some good territory open. Ten per cent com- 
mission. If you know how to sell infants’ 
shoes, write. Samples ready January pe 
The Carpenter Shoe Co., Inc., Rochester, N 





WANTED—Live wires to carry our side line 
of infants’ shoes, consisting of soft soles, 
cushion soles, and the intermediate ‘“‘Self- 
Starter.” Good territory open, ten per cent 
commission. If interested, give details in first 
letter. C. H. Hawkes & Son, Rochester, N. Y 








The atvertiving sagen of the Bost sn@ Gees 
Recorder constitute an almost inexhaustible 
ge AP yg he ge Fg A 
a « your closest 
attention. 
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POSITION WANTED 


WANTED TO PURCHASE 











Division Shoe Repair Shop,” 1123 
W. Division St., South Bend, Ind. 








XPERIENCED retail Shoe Salesman and 

Manager for the past 14 years, wants line 
of shoes ior Connecticut, Rhode Island, New 
York or Pennsylvania, can furnish best of ref- 
erences. Address D-893, care Boot and Shoe 
Recorder, 80 Federal St., Boston, Mass. 





PoruLas priced line for Ohio, have sold 

Ohio for ten years. Address D-895, 
care “Er and Shoe Recorder, 80 Federal St., 
Boston, Mass. 





FOR SALE 


POSITION WANTED—Shoe buyer or de- 

partment manager. Ten years of practical 
experience. Knowledge of high grade and 
cheap shoe markets. Available at once. Ex- 
cellent references. Address D-892, care Boot 
and Shoe Recorder, 239 W. 39th St., New 
York City, N. Y. 


MEN'S or Ladies’ Buyer or Manager em- 
ployed in Chicago loop store, desires loca- 
tion in city five thousand or over, Illinois or 
isconsin. nm produce results from ten years’ 
experience and contact with progressive stores. 
Married, age thirty-one, best of references. 
Will interview Convention week. Address 
D-900, care Boot and Shoe Recorder, 189 West 
Madison St., Chicago, Ill. 


AVAILABLE Jan. Ist. Shoe Buyer and top- 

notch promotional Manager for large de- 
partment store or chain of shoe stores, in Chi- 
cago or within 400 miles. Expert system, 
control, production. Modern methods. All 
grades. Will increase sales and profits. 20 
years’ experience. D. R., 1216 No. Clark 
St., Chicago, Illinois. 


MERCHANTS’ NEEDS 




















TO BE SURE THAT YOU RECEIVE 
THE VERY HIGHEST PRICES 


for your retail odds and ends, entire 


er surplus stocks, ask us for our bid. 
(Hetab. 40 years.) Cash transactions. 


Export Surplus Purchase Co., Inc. 
596 Broadway, New York, N. Y. 








MERCHANTS’ NEEDS 











Window Decoration 
and maker of 
Artistic Price Tickets 
Latest in Imported and Domestic Roll 
Paper, etc. in Season. 
Samples mailed free on request. 
EMIL RUBLACK 
140-142 West Broadway 
Established 1903 New York 





F'VE THOUSAND PAIRS AT $.25 PER 
PAIR — Infants’ Elk Leather Soft Sole 
Shoes. Sizes 1 to 5. Call, —s or wete for 
pao. 


on our 
Co., 344 Broad St. Lynn, 


Also booklet 
ho Moccasin Mfg. 





Shoe factory located in Brooklyn, 
New York, now operating, modern 
in every respect, making turns and 
welts. Ownersretiring. Wonderful 
opportunity, terms reasonable. Ad- 
dress D-899, care Boot and Shoe 
Recorder, 80 Federal St., Boston, 
Mass. : 








For SALE—Small size shoe store. Heart of 
business district. Population 200,000. Four 
. Owner sick. Sells at $3,000. 
. Lazarus, 209 North Sixth Street, 


Richmond, 





For SALE—BRICK BUILDING, 41 x 120 
feet, four stories and basement, situated in 
wholesale district, within 1000 feet of freight 
and express depots. Dirett railroad facilities 
north, east, south and west from this point. 
Good’ location for branch in-stock department 
of large manufacturer, any line. Further par- 
ticulars, address, Charles C. Scott, Lowndes 
Building, Clarksburg, W. Va. 





FOR SALE—Up-to-date shoe store in North- 
ern Colorado college town, carrying women’s 
and children’s shoes,exclusively. Clean_ stock, 
will sell at a bargain. Write to P. O. Drawer 
G. Sterling, Colorado. 





For SALE—Ladies’ Specialty Shoe Shop, 
hundred per cent location, reasonable rent, 
well established, four turnovers yearly. Retir- 
ing. other interests. Habers, 5 East State 
Street, Trenton, New Jersey. 





FoR SALE—Will sell entire or controlling 
interest in exceptional high grade shoe store 
in one of the best Indiana cities. Long lease. 
Reply promptly. No trades. Address D-901, 
care Boot and Shoe Recorder, 80 Federal St., 
Boston, Mass. 





SHOE Store in Philadelphia, established for 
fourteen years, wonderful location and m 

ern home. Owner retiring on account of sick- 
Addr D-902, care Boot and Shoe Re- 


ness. ess 
corder, 80 Federal St., Boston, Mass. 


WANTED TO PURCHASE 





Gmee w or general merchandise store in sovuth- 

ern Wisconsin or northern Illinois from 

owner -_ will take clear Rockford gouperty in 
ull information. 


Send . f 
larcen.' « 607 Forest City Bank Bidg., Roviford. 
Illinois. 





Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors. 


Made in all styles 
to suit any shelving 
conditions. 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 




















LABELS 
SHOE CARTONS 


EXCWSIVE BUT NOT ExpEnsIvE 
SAMPLES UPON RfQuesS 





THE big H-W line of shoe store 
chairs oon all seating 
needs. of chair, shown 
above, will eliver satisfactory 
service over a period of many 
years. Investigate our free 
seating service. 


Baltimore, Md.; Boston, Mass 

N.Y i Chicano, | IL; Kansas City. Mo.; 
Los A Cali a com. ~ Y.3 
Philede 


WINDOW 
DISPLAY FIXTURES 


SEGALLE SONS 

















BOOT AND SHOE RECORDER 





They Always [2s 
Want Greeley’s 


In Greeley Boudoirs cus- 
tomers recognize that fin- 
ished quality which has 
made them standard 
merchandise. 
In colors or black— 
rubber or leather 
heels. If your jobber 
can’t supply—write us. 


_ A.W. GREELEY ee 
xt 12 Duncan St. - - - Haverhill, Mass. xe 4 
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Hotel Claridge 


BROADWAY AT 44th STREET 
NEW YORK CITY 


; Catering to the 
SHOE and LEATHER 
~ INDUSTRY 


Largest and Most Comfortable Sample Rooms 
in New York 


Moderate Rates Under New Management 


In the 
Heart of 
Times Sq. 








Wire Reservations at Our Expense 


‘Can You Speak the Language 
of Your Business? 
Do you know the meaning of all the terms used in the shoe 
and leather trade? Can you make a good impression on a 
customer by calling things by their correct names and answering 
i in an intelligent manner? 
If you can’t—you need the 


Shoe and Leather Lexicon 


Ain authoritative dictionary of the terms used in the 
shoe and leather trade. The price of the Lexicon is 


50 Cents 


(cash with order) 


Boot and Shoe Recorder Publishing Co. 
80 Federal St. Boston, Mass. 





os Merchants Service Dept. 


Boot and Shoe Recorder 
189 W. Madison St. ° 
Chicago 





Printed Price Tickets 
3 ~All regular and 


Clearance Sale Prices 


Any prices wanted 25c to $22.50 
. .6-doz. odd lot assortment 
$1.10 


"12 each of 6 prices 85c 


1 doz. of one price 15¢ 
Cash. or stamps with order 


Boot & Shoe Recorder, Chicago 
Please send foliowing prices: 


(C0 Send details on Card Services. 


Store Name 
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She ARISTOCRAT 


On the world’s 
... finest shoes 


THE UNITED D ueiSp 


is the 
HALL MARK 
~of- 
STYLE and 
- "QUALITY 


in RUBBER HEELS 


CUSHION 
HEEL 





Look for the 
THE MODERN HEEL — 


Firm Quiet Tread 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS, U.S. A. 
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HIS is the great convention re- 

port issue of the year. A new 
style of writing will give to the 
*busy merchant the entire story of 
the National Shoe Retailers’ Con- 
vention, distilled into as few words 
as possible, so that he can study and 
understand what was accomplished 
at Chicago. The major trend of 
business will be there pictured, with 
telegraphic conciseness, to enable 
the merchant to get the maximum 
benefit of the convention, whether he 
attends or not. An efficient repor- 
torial staff will picture the entire 
activities of a convention so that he 
who runs may read. 


HUNGER for new truths re- 

quires a knowledge of what 
has already been found out, plus an 
ability to use many complex mental 
and fashion tools and methods in the 
selection and merchandising of foot- 
wear. Nothing is more valuable 
and nothing more fascinating than 
to follow the path of style to a profit. 


RESIDENT-ELECT Herbert 

Hoover said: “While we give 
proper place to the inventor and the 
courageous industrial leader in all 
this progress, one element is too 
often over-looked—the enormous 
contribution which the business and 
technical press has made to the de- 
velopment and diffusion of ideas. 
Without it no such era of progress 
would have been possible.” 
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HERE is a VULCO- UNIT 

Box TOE specifically de- 
signed for the correct shoe 
for any occasion — morning, 
afternoon or evening — for 

every hour of the day 


THE GENUINE VULCO-UNIT BOX TOE IS MADE AND SOLD ONLY BY 


BECKWITH MANUFACTURING COMPANY 
Largest Manufacturers of Box Goes in the World 


STATLER BUILDING, BOSTON 
Chicago, G. W. Kissy & Co. , St: Louis, Wricut Guaman Co. Cincinnati, Gro. A. SerincMEIER 
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Style 21X—All silk fine Style 23X—Rapidly be- Style 900X—Fine gauge Sole 24X— —Pere Good Style 905— Misses’ — 
service ose. mia: Smalliwomen sfhinega 


~WMMaay a 


Z\4 


gauge chiffon, sheer as coming America’s lead- lowe weigheall silk serv- 
mist. Rich purple picot dollar hose. Extreme- ice chiffon. Beautiful lace —— French heel, 3-inch all pure thread silk serv- 


top, slendecizing poe y fine ga a silk serv- clock and pointed heel. lisle con, om plaitedsole, ice hose. Blue picot top 
ares with expen- 4-thread heel and toe. pointed heel, silk laited 


heel, silk peed sole, 4 ce weignt Graceful sive 
thread lisle heel and toe. pene eel, silk plaited sive full-fashioned hose, Gaininglin volume daily. sole, 4-thread lisle heel 
25 winter colors. Sell- sole, 4-thread lisle heel Narrow sole is thread 25 correct, distinctive and toe, 84 to 934 only. 
ing in ee $7.75 and toe. 25 popular Hor 4-thread lisle colors. Going big! $8.00 A volume seller, 15 sea- 
ozen. colors, $8.00 dozen. and toe. Selling in dozen. sonable colors, $7.75 
volume. 20 colors. lozen. 


$8.00 dozen. 


THE O LEADERS IN DOLLAR HOSE 


Such quality, such deft craftsmanship and 
modernistic designing, as you find in these 
numbers, have formerly been reserved for 
higher-priced hose. For 6 months these five 


dollar leaders have led the field, for they 
o. ee . 9 . THE EVERWEAR 
win “love at first sight,” and bring women HOSIERY COMPANY 


back for more. Get in on the profits. Milwaukee, Wisconsin, U. S. A. 


FIRST WITH THE LATEST 
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Onyx & Pointex 











With the Coming 


of a New Year.... 


We are proud to be able to look 
back and realize that we con- 
tributed, even in a small meas- 
ure, to the prosperity of thou- 
sands of Gold Stripe and Onyx 
Pointex merchants. 


The New Year will find us ready 
to serve you again, with 


—Quality stockings that 
afford maximum profit 
by taking no mark- 
downs 


—100% delivery service, 
assuring you complete 
stocks on a minimum 
investment 

—Full exchange privilege, 
making it possible to 
achieve maximum turn- 
over 





—Free dye service 
—a complete style line 


—a complete and ever- 
changing color line 


—a price range varied 
enough to meet every 
customer demand 


We wish you the greatest pros- 
perity for the New Year—and 
hope it will be our pleasure to be 
permitted to contribute to it! 


Gotham Silk Hosiery 


Company, Inc. 
MANUFACTURERS 
389 FIFTH AVENUE 
NEW YORK CITY 
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Concerning 
“Knitbae.... 


SUPPOSE that a manufacturer 
made something that every wo- 
man in this one hundred and ten 
million population wanted— 








SUPPOSE that no other manu- 
facturer made anything like it, 
or ever could— 


SUPPOSE that this popular ar- 
ticle was priced so low that it was 
possible for the retailer to make 
an abnormally large profit— 


Would That Manufacturer 
Have Any Difficulty In 
Selling His Product? 



















—Which explains why hundreds 
of progressive merchants have 
already contracted for Knitbac 
—why hundreds more are going 
to— 


Are You Going To 
Be Among Them— 
Or Is Your 


Competitor? 









* 








The Gotham Knitbac Repair Ma- 
chine repairs runs speedily, 
flawlessly and profitably. 





















Gotham Knitbac Machine 
Corp. 
389 FIFTH AVENUE 
NEW YORK CITY 
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In this Issue you will read 


OLD SOL SETS THE PACE FOR HOSIERY COLORS 
BARE LEGS, SOCKS AND WHAT NOT 

SO GOES THE MARKET 

WHAT PRICE POINTED HEELS? 

MORE TANS FOR MEN 

UPON THE CARE DEPENDS THE WEAR 
EACH SHOE SALESMAN HAS HOSIERY QUOTA 
NEWS O’ THE MARKET 

THE COLOR TREND ae 
OFFICIAL COLORS REFLECT SUNBURN VOGUE 
JEWELRY AND GIFTS—IN A SHOE STORE 
THIS AND THAT FROM HERE AND THERE 
WINDOW DISPLAYS GO MODERNISTIC 
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Gordon 


START THE NEW YEAR WITH A 
GORDON HOSIERY STYLE SECTION 










Let your customers know that you've in- 
stalled a complete Gordon Department! 
Tell them about the complete hosiery 
service you can now offer them with Gordon 
Hosiery for every occasion of the day or 









evening. 

Tell them of the style-correctness, the 
beauty, the quality of every number in your 
Gordon Department. 

* * * 
Suggest the famous Gordon V- Line — that 
embodiment in hosiery of the natural 
shadows seen by an artist in a perfectly 
formed ankle. The V-Line is appropriate 
for daytime or evening wear. 

For daytime and street wear—the Gor- 
don Narrow Heel—which lightly repeats the 
lines of the smart shoe heels — and leaves 
almost the entire ankle clad in sheer silk. 

For sports wear — at the Resorts — the 
Gordon Shadow Clocks—For those who pre- 
fer service weight stockings that have style 
H300—For women who care to pay $1.50 
—Numbers 320 and 420. 























A Gordon Department makes satisfied customers . . . 





BROWN DURRELL CO. 


NEW YORK : . BOSTON 
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OLD SOL SETS PACE 
FOR HOSIERY SHADES 


By Madame Hamilton Jeffries 


HEN hosiery stepped out 
of the accessory class into 
the important place of a 


classic style issue, the industry 
found that a tremendous promo- 
tion work was on the horizon. 
The broad uses of color by the 
shoe and garment industries made 
it necessary for greater coopera- 
tion of allied trades, and a keener 
sense of the style spectrum a year in advance. To- 
day the merchant who cannot follow every trend of 
garmentry with the closest possible interest must rely 
on concrete advertising data submitted by the various 
mills, together with the popular demand over the 
counter. 

Hosiery perhaps follows through to the consumer 
quicker than any other form of adornment. First, be- 
cause of the importance of the correct shadings for the 
fashionable silhouette, and, secondly, for the shade values 
with which the costume blend is perfected. ; 

The invasion of the sun-tanned colors, and the 
peculiar blending of grey and putty, of queer blues, 
chianti reds and sulphur greens, make it difficult for 
the hosiery buyer who is familiar with the leather and 
dress shadings to visualize which should be the four 
best sellers for the coming season. 

The sports tempo has caused to be presented the new 
animated sock. The cuffs of 
these socks have the figures 
of golfers in the pose of 
driving off. These figures 
are most unusual, and give a 
certain dash to the wearer. 
The sun-tanned blonde will 
naturally affect the yellow 
beige shadings, because she 
tans differently from her 
brunette sister, who tans on 
the rosier shadings. The tan 
obtained at the salt water 
beach is a redder tan than the 
tan of the inland, or the 
water tan of the summer 
sun. 

The sectional position 
changes the vogue for a 
popular shade. The south- 
west coast affects flamingo, 
geranium, and sulphur with 
much ease, because of the 
gold red sun and the extreme 
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heat of that part of the country. 

Dark blue and black are impos- 
sible to wear in Summer, except 
on special occasions. In the East 
and North darker colorings are 
well favored, even in July and 
August; hence the shadings of 
smart hosiery depend upon the 
favored costumes, although a 
trend may follow from coast to 
coast. 

The importance of the all white costume has been 
anticipated in many soft shadings which exactly match 
the tan of the blonde and brunette, yet it is anticipated 
that the nude stocking will supplant all others in popu- 
lar demand. Such colorings as Allure, Blushwood, 
Sunni, Vellum, Copal and Nuda are among the newest 
and smartest shades, while Antibes Tan, French Beige 
and Lido are of equal importance. 


HE shoe selling colors have opened the season with 
French Beige, Sun-Tan and Lido Color 83, or Patou 
Blue coming to the fore in costume shoes, as is a red 
with a gold cast, colorful laced effects, grays, yellows, 
lavenders and the staples of the color card. 
The grey beige tones are very much favored by the 
best shoe makers, while the tone of sun-tan is looked 
for in the volume medium grades. 


Letting the sun do a coloring job on the beach at Deauville 












ti 
going to do about the bare- 


legged vogue that stands a 
good chance of becoming 
more widespread during the 
Summer of 1929 than it was 
during the Summer of 1928? 
However reluctant factors in 
the hosiery trade may be to 
admit it, the fact remains 
that during 1928 the bare- 
legged vogue hurt the ho- 
siery business, and hurt it 
hard, in many sections of the 
country. It is more than 
likely to do further damage 
this year since many women, 
or more properly girls, for the vogue is confined largely 
to the younger element, will muster up enough courage 
to adopt the fad this year. 

The fact that the vogue is being exploited in the 
newspapers, particularly with pictures, gives it great 
impetus. Then, too, the development of depilatories, 
leg rouge, powders and lotions to remove and cover 
blemishes, and even to give the appearance of national 
sun tan to the limbs, will bring many women to adopt 
the vogue who have hitherto held back because of hair 
on the legs, blemishes or unsightly skin. The cards 
certainly do seem stacked in favor of bare legs this 
year. What can be done about it? 

Certainly, simply ignoring the question and hoping 
that it soon will pass into the limbo of forgotten vogues 
along with hoop-skirts, bustles and leg-o-mutton sleeves 
will not help business. 

One angle of the question is that of the short sock. 
The idea in this is that if women don’t want long stock- 
ings, sell them the short ankle sock. A considerable 
business was built upon these short socks last year. 
Stores catering to the high grade trade are anticipating 
still bigger business this year, not alone on sport socks, 
but on filmy, dainty silk socks, in pastel shades, that 
can be worn with Summer evening gowns. 

One astute wholesale distributor who jumped into 
this sock game early is putting out a vast amount of 
mail advertising matter on the subject, stressing the 
idea that bare legs and bony ankles do not go together, 
and that the bony ankle problem can be easily solved 
by the short silk sock. He advocates it not only for 
evening wear, but for boudoir- or pajama-wear. A 


HAT about bare 
legs? Or more per- 
inently, what are you 


you 


business. 
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BARE LEGS—SOCKS AND WHAT NOT 


Can the bare-legged fad be successfully 
combatted? Certain it is that more ness. 
women are going to adopt the bare- 
legged vogue this year than was the case 
last year. Doing nothing won't alter the 
situation. Here are a few hints on how 
to do something about this vogue. Either 
cash in on short socks for women, or 
fight to retain your regular hostery 





WHAT WEE Siivntecnpiits incor 


sumer advertising as the sea- 
son gets into swing. Watch 
this development carefully— 
it may lead to good busi- 


DO? 


Aside from _ substituting 
socks for stockings, what 
can be done? Here and there 
a few people have come out 
boldly against the bare- 
legged fad. A little propo- 
ganda here and a little there 
makes an impression. It isn’t 
so difficult to find a few 
arguments against the vogue 
and to express them when an 
opportunity presents. It does 
not hurt a bit to call attention to the fact that lustrous 
silk fabrics in dresses call for a lustrous dressing of the 
legs to complete the ensemble properly. Little sales 
talks along this line to customers at the hosiery counter 
or in consumer advertising will help combat the bare- 
legged menace, if it develops into a real menace. 

Something still more definite can be done, prin- 
cipally by attacking the bare-legged vogue on the 
grounds of lacking the essentials of good grooming. 
This is rather a delicate subject and scarcely one to be 
exploited in newspaper advertising, but it could be 
nicely handled in mail inserts, as is suggested in the 
following letter written by a prominent hosiery execu- 
tive to the manager of a Pacific Coast store whose 
hosiery business had been hit by the bare-legged vogue 
In his letter this hosiery executive says: 


vy HERE are certain ways in which this foot-fault, 

so to speak, can be combatted. Real style leaders 
are no longer appearing without stockings. Quite aside 
from its style importance, the stocking still retains its 
primary function of usefulness, namely, a foot covering 
and protection from the shoe. Linings of shoes cannot 
be laundered. Every fastidious woman launders her ho- 
siery after every wearing. It is not possible to do this 
with shoes, which, however, require it when worn 
without stockings. This, of course, is a delicate sub- 
ject to handle, and should not appear in newspaper 
advertising. Direct mail inserts might be prepared 
with the cooperation of the shoe department and mailed 
out with monthly bills containing charges from the 
shoe and hosiery departments which would call the 
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attention of your customers to 
this essential element of personal 
grooming which seems to be 
ignored by women who go with- 
out stockings. Perhaps they 
possess dozens of pairs of hose 
so they need to wear the same 
pair only two or three times, dis- 
carding it thereafter. Of course, 
this is not true of the majority 
of these women. 

“There is another element 
which enters into this, namely, 
the fact that very few women 
-have attractive enough skin to 
present a smart appearance with- 
out stockings. Here again is an 
opportunity for you to appeal to 
fastidious and _ discriminating 
women. It might be possible for 
you to enlist the assistance of 
instructors in clothing selection at high schools and 
colleges as well as of teachers of physical education in 
calling attention to girls of the unattractive appearance 


+ 


New sport socks of wool, with embroi- 
dered figures of golf or Tennis girl on 
the cuff, matching similar embroideries 
on dresses and shoes now being exploited. 
Courtesy Krueger-Tobin Company, New 4 

York 


of the majority of women’s legs 
when appearing without stock- 
ings and when smart dresses and 
shoes are worn, a contrast which 
makes any defect infinitely more 
striking. One-piece _ bathing 
suits, of course, do not present 
these contrasts.” 

The story is going the rounds in 
some sections of the New York 
hosiery market that late last 
Summer a small group of hosiery 
manufacturers hired a number 
of colored girls from Harlem to 
parade New York’s streets in 
bare legs, thus hoping to kill the 
vogue with delicate ridicule. 
Whether the story is true or not, 
number of Harlem’s dusky 
flappers did adopt the bare-legged 

vogue last year. Also there were 
seen throughout the country a lot of women or girls 
whose unsightly bare limbs aroused little but disgust in 
the minds of the beholders. 


‘ 


SMASHING THE EYE WITH PRICE 


Seeteg this low price thing has been and is still 


being overdone in the retail hosiery field, there 
are times when a good old fashioned price appeal will 
bring in a lot of added business and build good will for 
the store. Just before Christmas the Lane Bryant New 
York store found itself in a deal for a considerable 
quantity of a certain brand of hose which it 
could put out at a remarkably low 
price. One of the big display 
windows on Thirty- 
ninth Street was 
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used to put across this price message, the most interest- 

ing feature of the display being the retail price worked 

out on a black velvet back drop in the hosiery itself. 

There is no reason why this method of announcing a 

price need be confined to low prices. A high-grade 

trim with a similar price announcement would appeal to 

the woman who is looking for quality as well 

as price. It is comparatively easy to 

roll the hosiery into rosettes to 

the price sign 
shown here. 


make 
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HEN you start talking about Spring hosiery 
Wire and colors, you can’t get away from Old 

Man Sunshine. He just naturally creeps into 
the argument and spreads his golden glow over the 
whole situation. The official hosiery colors chosen by 
the hosiery and allied trades in conjunction with the 
Textile Color Card Association lean strongly to the 
sun-tan shades. They are listed and reviewed at greater 
length elsewhere in this issue. The Spring colors that 
have been developed by a few of the leading mills also 
take into consideration this sun-tan idea. While the 
majority of mills will not come out with their new 
Spring color ranges until late this month, enough con- 
versation has filtered through the 
market to make it certain that the 
sunny-beige tones will have the seats 
at the head table when the banquet 
table is set and the visiting buyers 
are invited to the feast of Spring 
colors. 

The whole idea of sun-tan colors 
is based on the assumption that wo- 
men will continue—that more women 
will embrace—the vogue for getting 
all tanned up. It’s smart to be 
tanned; apparently the deeper the 
tan the smarter the woman. Men, 
too, have gone in strongly for sun- 
burn, but then sun-burn does not af- 
fect their choice of hosiery, but it 
does have a big influence when Mi- 
lady trips in to replenish her stock- 
ing wardrobe. 

Two leading organizations are out 
with their Spring colors, the Van 
Raalte Company and the McCallum 
Hosiery Company. Both color 
ranges stress the sun-tan shades. 

In introducing the Van Raalte new 
Spring colors, Henry C. Ferrier, 
sales manager, explains that “styles 
in sun-tans have changed. Chang- 
ing shades in sun-tanned complexions 
require changing shades in hosiery 
to match them. Blond complexions 
tan into a yellow beige tone, and 


ferent effect. 


SO GOES THE MARKET 


Developments in Style, Color, etc. 








This stocking, jacquard, known 
as the “Star Point,’ is an out- 
growth of the mesh hose. It is 
far enough removed from the 
mesh to give an entirely dif- 


Many variations 


of these jacquard hose will ap- 
pear on the market soon 





+ 






brunette skins tan into reddish beige tones, requiring dif- 
ferent hosiery shades for costume harmony. Just as the 
complexion coloring of the smart Continental woman 
deepens in tone as she follows the sun from Antibes and 
the other Mediterranean winter resorts to Biarritz for 
Easter, Van Raalte has named a new light tan hosiery 
shade ‘Antibes tan,’ a new deeper golden tan, ‘Biarritz 
beige’ and a yellow brown, the skin color of the beach 
devotee, ‘Biarritz brown.’ ” 


: HESE three shades, together with a clear cham- 
pagne, are the four colors of the yellow beige cast 
for wear with resort and Spring costumes and shoes. 
For the brunette who tans into a 
reddish beige, four rose beige tones 
have been developed. They are 
French Nude, Rose Beige No. 1, 
Rose Beige No. 2 and Bedouin 
Brown. The new French Nude is 
not as dark or as tan as the old 
French Nude. In addition, there are 
such colors as Lido Sand, a sand 
shade, neutral, and without a yellow 
cast. Java Dust has a yellowish cast 
for wear with Java lizard shoes. 
Mirimar is another sand shade with 
a hint of gray and Lustre-San has 
an opalescent lilac tint. Mauve San 
is less beige and lilac in tone. 

Four new evening shades are an- 
nounced. They are Cameo Shell No. 
1, a light nude tone with a faint shell 
pink cast ; Cameo Shell No. 2, a more 
definite peach tone ; Cameo Shell No. 
3, a definite shell pink tone and 
Banane, a yellowish skin shade. 

While beige hose will be worn gen- 
erally, some call for gray is antici- 
pated, and Van Raalte has listed five 
gray shades for Spring, under the 
names of French Gray, Mistral, 
Manon, Gunmetal and Boulevard. 
Mistral is the new beige gray in this 
group, named for the wind that 
blows the gray beige clouds off the 
Mediterranean in the late afternoon 
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It is recommended for wear with black or natural lizard 
shoes. 

Yellow and neutral beiges are given first choice in the 
McCallum color selections for Spring. These hosiery 
shades are to be worn by those with the sun-tanned 
complexions. A group of pastel tints are presented for 
evening wear and for wear with pastel colored cotton 
frocks, which are expected to be much in the fashion 
picture this Spring, according to Miss Isabel Hopkins, 
stylist for the firm. A series of wood beiges and grays 
also are presented for street wear. 

Aside from color the next most important market 
development is that of quality. In the new Spring lines 
announced, or shortly to be announced there is a no- 
table tendency toward finer hosiery. More five-strand 
hosiery will be offered and more of even fewer strands. 
There is a noticeable increase in the introduction of new 
ingrain numbers and gages have become finer, many 
42 and 45 gage numbers being replaced by 48 gage 


numbers. More 51 gage stockings are being offered. 


NY discussion of style trends in hosiery would 

be incomplete: without reference to short socks 
for misses and women. The market is taking them up 
cautiously but taking them up nevertheless. Lisle socks 
with sport motifs in coloring and in cuffs are the leaders, 
but silk socks for afternoon and evening wear are being 
presented in all colors. Nobody is plunging on socks, of 
course, but more and more the market is preparing for 


A zig-zag mesh with an in- 
teresting design has been in- 
troduced by the Lehigh Silk 
Hosiery Co. to retail at $3.95. 
It has a low plain silk heel 
and a narrow welt, and gives 
an effect, when on the leg, 
that is attractive as a 
mesh and just as distinc- 

tive, if not more so 


a run on socks, predicated on the expectation that the 
bare leg vogue will reach new heights this Summer. 
Producers of children’s hosiery are frankly expectant 
that the short sock idea will go over strongly in their 
division of the trade. 
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HERE does the mesh hose fit in for Spring? As 
a high style note, meshes, either in silk or fine lisle 
are still good, the latter fitting more and more into the 
picture as a sports or semi-sports proposition. The 
newest angle on the mesh picture is that of jacquard 


The lisle fancy mesh 
hose gives promise of 
reaching new heights of 
popularity this summer. 
Here is a new mesh de- OOOO oy 
sign of fine lisle, full ACKOR KSC . 
fashioned, German pro- ‘ 
duction, being sold by 
the Krueger-Tobin Com- 
pany, New York. It 
comes in all the new 
colors and white 





hose with an all-over pattern of intricate design or of 
extremely small pin dot openings, which give some- 
what of the mesh effect but provide more covering 


quality. Several new hose of jacquard construction 
have been placed on the market and are meeting with a 
ready response from keen hosiery buyers who foresee 
in them a high-grade, high-priced novelty that will take 
with the woman who has much money to spend and 
demands something new. The market for low-grade 
meshes is not any too good and many predict that it will 
not revive to any great extent. Too many consumer 
complaints arose in connection with low-priced meshes. 


HE outlook for small patterned basket-weave, bird’s 

eye and herringbone sport hose for women is de- 
cidedly bright. While the out and out sports hose is not a 
big volume seller in comparison to regular silk hosiery, 
it provides additional business for those equipped to 
handle it. 

In the realm of high style fancies, French clocks and 
embroidered clocks and other motifs on ingrain hose 
still hold a leading position. A new conceit in hose 
decoration is the use of steel beads instead of em- 
broidery. Lace decorations on the knee or ankle are 
now being made on domestic hose. Formerly hosiery 
of this type was practically all imported. The vogue 
for jacquard figured and lace hosiery is likely to be 
stimulated considerably by the popularity of mesh hose. 












> 


ESPITE general indications a month or so ago 
that full fashioned hosiery prices were on a 
stable basis and would show little or no change 
for the next few months, a disturbing upset has reached 
the market. When the accepted market leader making 
hosiery for the jobbing trade announced no change in 
the Spring, 1929 price lists, it was thought the price 
question was settled, but it wasn’t. A week or so ago 
Julius Kayser & Company announced a drastic cut in 
pointed heel stockings and some other changes tanta- 
mount to price cuts. This has been followed this week 
with similar reductions by the Gotham Silk Hosiery 
Company and the Combine Hosiery Corporation. 
Kayser cut its 42 gage 5 thread all silk pointed heel 
number from $14.50 a dozen to $12.50 a dozen, suggest- 
ing that the retail price be dropped from $1.95 a pair 
to $1.65. Gotham cuts its 42 gage five strand pointed 
heel from $15 a dozen to $12.50. The cut by Combine 
was the same as by Kayser, from $14.50 to $12.50. In 
both cases the suggested retail price is $1.65, but re- 
tailers are urged not to shift to the new price basis until 
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HE hosiery group cannot afford to stay out of the 

general trading up movement. This in short was 
what John C. McKeon, of Laird, Schober & Company, 
manufacturers of quality footwear for women, told the 
convention of the McCallum Silk Hosiery Company last 
month. 

In his remarks to the hosiery people Mr. McKeon 
brought out the fact that there are but two avenues of 
approach today to the formation of a merchandising 
policy, first, the fight for volume, which, he said, must 
gradually force all cheaper merchandise into the chain 
store avenue of distribution, and secondly, the fight for 
quality along such consistent lines as have formed a 
firm business foundation in the past, and the sticking 
to this policy of maintaining quality standards at all 
hazards. 

He also dwelt with the evolution of shoes from a 
quality and style viewpoint as well as actual value and 
retail selling price viewpoint, which evolution seemed 
very interesting, particularly the observance of condi- 
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WHAT PRICE POINTED HEELS? 








> 





WHY QUALITY? 


A Shoe Producer Gives a Thought 
or Two to Hosiery 








+ 








January 15. This gives time to dispose of old stock. 

The price cuts put a new face on the pointed heel 
situation. With more than 50 manufacturers licensed 
to produce pointed heel hosiery, the latter assumed a 
place or major importance in the general hosiery scheme. 
Pointed heels, for more than a year have been outstand- 
ing leading sellers in the West and South. The East 
has been reluctant to take them up in large quantities, 
but it is coming to them more strongly and has given 
rise in some quarters of the market, that sooner or 
later, pointed heels will almost completely displace square 
heels. One of the Kayser popular ingrain numbers is 
now being made with the pointed instead of the square 
heel. In several other Kayser numbers gages have been 
refined or other improvements made at old prices, really 
amounting to price reductions. 

Combine Hosiery Corporation announced other price 
reductions, running from 50 cents a dozen up to $6.50 
a dozen for a 51 gage, three thread ingrain extra length 
with picot edge, which now sells at $26.50 a dozen. 
against a former price of $33. 






+ 





tions fifteen years ago where the best women’s shoes in 
the country retailed at $5 as against $35 or more, today. 


LSO, he stressed the necessity for the hosiery 
group’s urging the shoe retailer, whose shops have 
come into the picture very definitely in recent years, 
toward creating a bit more colorful atmosphere, and 
actual space and setting for the presentation of his 
hosiery. Naturally, the average woman, particularly of 
the discriminating type, will be far more approachable 
as a sales prospect in comfortable surroundings rather 
than leaning against a case with perhaps a bag in one 
hand and other customers on the other side, and obliged 
to draw her conclusions in a hasty, instead of a deliber- 
ate, manner. 

He brought out the very important point that of the 
necessity of contact with the principals of big establish- 
ments in addition to the buyers, setting forth the value 
of acquaintances and the exchanging of views, and 
cementing trading relations in the most thorough manner. 
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MORE TANS FOR MEN 


Wood Brown Suits Call for a Color 
Switch in Half-hose 


> 


HILE not as much thought has been given to 
W cscs in men’s hose as has been devoted to 

women’s hose, there will be a considerable 
amount of brain work expended on this question in the 
near future. The fact that about 50 per cent of ad- 
vance orders for men’s clothes for next spring and 
summer are in the wood brown range of colors means 
something to the men’s hosiery trade. It means, first, 
a cutting down of the consumer demand for gray hose 
to be worn with gray suits. While a certain amount 
of gray will be worn by men next spring, it will reach 
about the same proportions as blue. Blue hose with 
a gray suit or a blue suit and tan shoes is not an un- 
happy combination, and similarly gray hose with a gray 
or a blue suit are in good taste, but when wood brown 
suits are worn, as they undoubtedly will be with tan 
shoes, the sign posts point the way to an increased call 
for tan half-hose. 

With the trend, even in lower grade hose, to more 
conservative patterns and colorings growing stronger 
daily, the outlook for plain, one-color hosiery or clocked 
hose is extremely good. Another important factor in 
the game is the ready response that men are now giving 


From the Standard Hosiery 
Mills come two new pat- 
terns in men’s socks. The 
one on the left in the 
drawing is made of Cela- 
nese and rayon with a 
mercerized heel, toe and 
top and a fancy clock 
and design. It retails 
for 75c. The other 
number has a diamond 
clock, and is a thread 
silk, Celanese and 
rayon with mercer- 
ized heel, toe and 
top. It also retails 


for 75c. 
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to ribbed wool hose. The ankle clinging qualities of 
ribbed hosiery have made them favorites with men, and 
it is more than reasonable to expect that ribbed hose in 





The newest wrinkle 
in men’s fancy half- 
hose is the fancy cuff. 
This is being ex- 
ploited by a number 
of mills and has a 
chance to “catch on.” 


lisle or possibly silk for wear next summer will be in 


demand. 

Neat vertical stripings, basket weave and bird’s-eye 
effects are plain enough to meet the demand for more 
conservative patterns and are finding their way into 
the lower end of the men’s half-hose field. In an effort 
to stimulate interest in men’s fancies, the fancy cuff 
has been introduced. It is still too much of a novelty 
to indicate its future. 

The argument back of the fancy cuff idea, with a 
pattern which matches or harmonizes with the pattern 
in the leg of the half-hose, is that if men will wear 
colored underwear and get a kick out of it, they will 
wear fancy topped hose for the same reason. Neither 
one is displayed to the general public when worn, but 
the wearer knows the color is there. 

In sports hose the trend will be somewhat along the 
line of half-hose, toward subdued colorings and plain 
patterns. In some quarters there has been a revolt 
against the plain color golf hose of last summer, and 
more patterns are now being injected. These are mainly 
of the small diamond, broken check, herringbone and 
similar weaves. As in half-hose, there is a good pros- 
pect of tans and browns showing up strongly in the 
early spring demand. 




















Fine hosiery, more 

than any other article 

of wearing apparel 

requires extreme care 
in handling 


















UPON THE CARE 
DEPENDS THE WEAR 


+ > + 


NDER a title similar to that above and using the IMPROPER care. In order to obtain the best results 
photographs reproduced on these two pages, the the following suggestions should be valuable: 


Retail Trade Board of the Boston Chamber of 1. Be sure the size is large enough. 
Commerce has printed thousands of little four page 2. Be sure that supporters are fastened only to garter 
pamphlets that are teaching the women of Boston to band. 
properly care for their hose. This little pamphlet has 3. Be sure to wash and dry hosiery according to 
done more to obviate complaints against hosiery than directions herein. 
any other method used by the Boston merchants. Simply 4. Wear several pairs in rotation. 
and largely pictorially, the proper care of hosiery is ex- 
plained in this pamphlet, which was first printed more How to Put on Silk Hosiery 
than a year ago, but which is still in large demand. 
Boston merchants still give it to their customers when When inserting the hand do not allow ring settings 
the latter purchase their hose. or finger nails to catch and pull the silk threads—this 
The pamphlet says: will cause a run. 
It is not wear that damages silk hosiery as much as 1. Be sure that feet are perfectly dry. 





The right way—al- 
ways roll the stock- 
ings off and on 



















The wrong way— 
never pull on stock- 
ings like this, forcing 
the foot through the 
narrow ankle 
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To avoid runs, re- 
move rings or turn 
the sharp points inside 
the hand when putting 
the hand inside ho- 





siery. This important 

caution applies to the 

salesperson fully as 

much as to the wearer 
of the hosiery 
























A shoe that rubs 
and chafes at the 
heel will quickly 
destroy any silk 
stocking 


In washing silk ho- 

siery squeeze the 

water out. Never 
wring or twist 





2. Roll stockings to the heel: be careful that the shortly after removal. Perspiration acid and leather 


toenails do not catch in the silk threads. satin from shoe linings destroy the silken threads. 
3. Avoid undue strain in drawing stocking over foot ; How to Wash Silk Hosiery 
attach garters when seated and prevent strain at 


ie tein 1. Wash and rinse in luke-warm water; (i.e., barely 
warm). Do not use hot water. 


2. Make a suds of pure mild soap flakes such as Lux, 


Friction Damage to Hosie 
ad Fab or Ivory Flakes. Dissolve flakes as directed 


Friction is caused by loose fitting hose, rough inner- on the package. 

soles, worn linings, imperfect button fasteners, metal 3. Press the suds through soiled spots—do not rub— 

buckles, etc. it dulls the lustre and may cause broken threads. 
Toe and heel wear is seldom the fault of the hosiery. 4. Rinse thoroughly—squeeze water out—do not 

Rubbers and overshoes frequently cause excessive wring or twist. 

friction. 5. Reshape stocking carefully and dry indoors away 
Short dresses expose silk hosiery to possible damage from strong daylight to avoid fading. 

by rough edges on chairs and other furniture. 6. Stockings will retain their shape and lustre better 
To insure good service stockings should be washed if not ironed. 


Supporters should always 
be fastened to the garter 
band 







Supporters fastened below 
garter bands will invariably 
start runs 
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jade sportees 


a new item to take care of a new fad 
startling colors intricately woven into 
a multiplicity of beautiful designs. . . 
colorful anklettes that may be sug- 
gested to your more youthful cus- 


tomers for skating, sleighing, skiing, 


tennis, golf and all outdoor sports. 


worn over silk stockings JADE 
sportees lend an added dash and zest 


to the sporting costume. 


Attractively priced at 


‘4 -°6-*8 


per dozen 


JADE HOSIERY 


ELLIOTT HOSIERY6oo. 


DISTRIBUTORS 
258 FIFTH AVE. NEW YORK 
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EACH SHOE SALESMAN 
HAS HOSIERY QUOTA 


In the W alk-Over Shop, Indianapolis, 
the salesmen get extra pay for all hose 
sales over a certain amount. 


HEN a shoe store can boast of doing an an- 
Wie hosiery business of more than $18,000 a 

year, it is apparent that the method of selling 
is a little out of the ordinary. 

The Walk-Over Shoe Shop in Indianapolis, has its 
hosiery department built in a space not over 5 x 12 
and one must take a second look in order to see it. A 
large wall case containing about forty drawers is fitted 
against the wall, with a glass front display space above 
with interior lighting. In front there is a combined 
show case and counter of glass and wood. This is the 
hosiery section doing the aforementioned volume, small, 
compact, neat, unobtrusive, yet breathing an elegance in 
keeping with the rest of the store, and this is the way 
it is done, said Miss Helen Sparks, in charge of the 
department : 

“The salesman’s job is to create a want for hosiery 
by showing his customer the shades that will blend with 
the color of footwear just purchased, and by doing this, 
he creates a desire. If the desire is intensified enough 
a will to buy will follow. Each salesman has a quota 
to make, and after he makes his quota his extra com- 
mission starts, so in order to make the extra com- 
mission he works very hard. The men are instructed 
to suggest hosiery at the completion of each sale, and 
we find that most patrons will buy hosiery at the time 
they buy footwear, it is the logical time to do it and 
blend the shades. We specialize on three prices, $1.65, 
$1.95 and 2.50 a pair under our own guarantee and 
packing. 

“Our salesmen know that shoes are already sold when 
a customer enters the store. His job is to fit her satis- 
factorily, but his salesmanship begins when he sells 
hosiery. On several occasions we have checked sales- 
men to find out why they did not make their quota, 
and it was proved that they failed to mention hose to 
the customer. One out of every three customers will 
buy stockings, but the great trouble is in getting sales- 


Miss Helen Sparks 


men to mention or suggest hose as regularly as they 
should. Since our salesmen are on a fixed quota they 
always mention stockings because it does help them 
reach their quota, and the extra commission keeps their 
interest sustained. We use hosiery in our window 
trims to let the public know that we are selling hosiery, 
and it is surprising to see how many women enter our 
store for hosiery only. 

“In order to keep the stock clean and fresh, most of 
our numbers are packed in individual glassine envelopes 
and when patrons make a purchase, they select their 
shades from our sample and we hand them the same 
stocking neatly packed and guaranteed. 


ad UR system of keeping our stock under control 

and in balance, eliminates loss caused by over- 
buying. Each day a report of what has been sold i$ 
made out, and the numbers that are running low are 
ordered that night in order to keep the stock replen- 
ished. Those numbers that are moving slowly and not 
showing the proper activity are posted and pushed, and 
if that method does not move them, they are reduced to 
the next lower price which usually sells them. Each day 
at closing time we know just what stock is on hand, and 
what to order. The system is a perpetual inventory and 
avoids overbuying. It is sometimes called a hand to 
mouth method but it eliminates any great loss, and avoids 
monthly sales at a great reduction. The stock is always 
fresh and clean and free from obsolete numbers, and 
if some particular number is having an extraordinary 
sale, it is reordered every day if necessary.’ There is 
no chance of getting a large stock on hand of poor 
selling merchandise, and the stock is alway kept at 
minimum. 

“Another method that might be of interest, is the 
use and careful study of the color chart. This is the 
key to harmony in footwear, and is continually in full 
view of all the shoemen showing just what shades of 
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hose will blend with certain colors in footwear. 

“Whenever an order for shoes is sent to the manu- 
facturers, I receive a list of the colors and order hosiery 
that will blend with the footwear. When the new 
line is displayed in the windows the colors that blend 
in hosiery are used as silent salesmen. 

“Selling hosiery by the box to many of the cus- 
tomers keeps up the volume of business and gives us 
a quicker turnover. When buying by the box we make 
a slight discount, and our talking point is the added 
wear and satisfaction gained by quantity buying. 


in the drive made for hosiery sales. An attrac- 
tive line of buckles is shown, garters, shoe trees, polishes 
and laces. Buckles are sold from $5 up and many of 
them are being sold to use on footwear costing little 
more. There are about three good rules that should be 
teligiously followed by salesmen in order to sell more 
stockings: customers will buy stockings to harmonize 
with their shoes, providing the salesman shows them; 
make it a point to show hose to every customer that is 
sold on footwear, as soon as sale of shoes is completed ; 
use good sales argument by showing the advantages 


TU en Ge drive n accessories are not lost sight of 


Hosiery AND ACCESSORIES 


This five by twelve foot hosiery de- 
partment sells $18,000 a year 


, 


el a ea 


. rie ‘ps 
i a ab 
— 














of buying more than one pair of hose at a time. 

By setting a hosiery quota for each shoe salesman and 
then giving extra compensation for all business above 
the quota, this shop apparently has solved one of the 
most difficult problems in merchandising hosiery in 
shoe stores. Without some sort of an extra incentive, 
shoe salesmen, as a/tule, are not inclined to put forth 
much effort to sell hosiery. Many stores have adopted 
the policy of paying the shoe salesman five or ten cents 
commission on each pair of hose sold through his 
efforts. This plan is rather costly and eats into the 
profits. The idea of setting a definite hosiery quota 
for the shoe salesman, and making that as much a part 
of his job as it is to sell a certain number of pairs of 
shoes a week, has much to commend it, for it makes 
selling hosiery a part of the daily duty of each sales- 
man. Giving extra compensation for all sales above 
the quota puts a little more punch into the salesman’s 
selling efforts. The main point is to get the shoe sales- 
man enthusiastic over hosiery, so that he will suggest 
it to every shoe customer that he serves. This sugges- 
tion usually is sufficient to start a hosiery sale which 
may be completed by the regular hosiery salesgirl at 
the hosiery counter. 





new 


H ERE is the most graceful, life- 

like Hosiery Form ever de- 
vised. It is correctly modeled from 
the finest of light wood, is finished 
in a flesh tinted color and will 
stand washing. 


An Exclusive Feature 


is the adjustable heel that can be 
securely locked on the form with- 
out damage to the finest of hos- 


iery. 
It is available in sample size and 


two heights. 


Regular Size, 154%” high at $9 a. 


1 


per pair and Pony 1014” high at ; & 
$8 per pair. This price includes mont 
the adjustable heel. who | 


“imp 
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HE National Better Business Bureau is continuing 

its efforts to have hosiery producers mark their 
second or sub-standard merchandise as such. Late last 
month the Bureau issued a new list of manufacturers 
who are now marking their second quality production as 
“imperfect,” “irregular,” “sub-standard,” or “second.” 
The list of firms, 63 in number, follows: 

H. C. Aberle Co., Allen-A Co., Artcraft Silk Hosiery 
Mills, Atlas Silk Hosiery Co., Better Sox Knitting Mill, 
B.Z.B. Knitting Co., Belmont Hosiery Co., Brentmore 
Knitting Mills; Brooks Hosiery Mills, William Brown 
Co., Brown Durrell Co., Henry Brown & Sons Co. 

Burson Knitting Co., J. W. Busiel & Co., Carson, 
Pirie Scott & Co., P. Centimeri & Co., Co-Ed Knitting 
Mills, Colonial Knitting Mills, Inc., Crown Hosiery 
Mill, Davenport Hosiery Mill, Davies Hosiery Co., En- 
durance Knitting Co., Elliott Hosiery Co., Inc., Ever- 
wear Hosiery Co., Milwaukee. 

Fidelity Knitting Mills, Fox River Valley Knitting 
Co., Gotham Silk Hosiery Co., Inc., Halcyon Knitting 
Mills Co., Hanes Hosiery Mills Co., Harron Hosiery 
Co., Hayward Hosiery Co., Holeproof Hosiery Co., Hub 
Hosiery Mills, Julius Kayser & Co., Lincoln Hosiery 
Corp., McCallum Hosiery Co. 

Marshall Field Co., Mavis Hosiery Co., Miller & Sons 
Co., Miller Hosiery Co., Inc., Novelty Hosiery Co., 
Oliver Knitting Co., Oscar Nebel Co., Paterson Mutual 
Hosiery Mill, Pawtucket Hosiery Co., Phoenix Hosiery 
Co., Pitman Mfg. Co., Propper Silk Hosiery Mills, 
Rockford Mitten & Hosiery Co. 

Rollins Hosiery Co., Rosedale Knitting Co., Schletter 
& Zander, Rufus W. Scott Co. 


99 «66 
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Shaw Stocking Co., Society Maid Hosiery Co., G. H. 
Tilton & Son, Opal Hosiery Mills, Van Raalte Co., 
Windsor Mills, Inc., Winsted Hosiery Co., Wolfinger 
Knitting Mills, H. W. Wood & Co., Wovenright Knit- 
ting Co. 


Ky 


Five new color combination in silk and wool socks 
for sports and spectator sports occasions have been added 
to the McCallum line. These socks are soft beige and 
gray mixtures with cuffs of the clear, brilliant colors of 
the season—scarlet, emerald, mustard, tangerine and 
royal blue. 

These will be worn at winter resorts over long stock- 
ings of silk and wool and all-silk stockings. At Cali- 
fornia and Florida resorts, they will be worn either over 
silk stockings or without stockings beneath them. 

Socks are popular with college girls for campus wear 
and on cold days are seen in town on the street over 
silk stockings. 


xy 


Reorganization plans of the F. Y. Kitzmiller Sons 
Co., have now been approved and as a result a new or- 
ganization to be called the F. Y. Kitzmiller Hosiery 
Co. is beginning the operation of the plant at Fourth 
and Elm Streets, Reading, Pa. The line will be sold as 
previously—direct to the retail trade, and a New York 
office will be maintained at 1 West Thirty-fourth Street 
for the convenience of the syndicate trade and the visit- 
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~cA food way to start the New Year Mt 
feature Tron Clads--for each 
Member of the 








“Resolved That We Will Feature Iron Clads for 
Each Member of the Family During 1929” 


Adopt this New Year’s resolution and you will never regret it. 

The IRON CLAD line is constantly merchandised to make sure it features 
every style in men’s, women’s and children’s hosiery for which you merchants 
are having a profitable demand. 

The next time an IRON CLAD salesman comes into your store, go thru the 
entire line . . . you will never regret it. The following are a few Quick 
Selling IRON CLAD Styles for 


IMMEDIATE 


LADIES’ PURE SILK HOSE 


DELIVERY 


LADIES’ PURE SILK FULL 


POINTED HEEL $1.00 RETAILER 


Ne. 8if is a Pure Silk Service-weight, Silk to 
the Hem style with — mercerized top, fashion 


marks, 4-p heel toe, double sole with 
POINTED REL, and is made with the new 


FASHIONED HOSE $1.50 
RETAILER 


No. 907 is a Pure Silk Service-weight, 
Full Fa . With 4-inch mercer- 


Mauve a, 
Parchment, Atmosphere, mpagne, Blonde, 
Grain, Silver Grey, Moonlight, Skin, Aloma, 
Sandust, Rose Blush, Flesh Pink, Evenglow, 
Pearl Blush, Pastel Parchment, Light Gun 
Metal, Manon, Merida, Dust, White Jade, 
Honey Beige, Tawny, Kasha Beige, Mirage, 
Reveree, Cuban Sand, Beach Tan, 

$11.00 per Dozen 


CHILDREN’S RAYON AND MER- 
CERIZED 50c. RETAILER 
No. 106 is a rayon plaited over mercerized 


drop stitch pattern. Colors: Champagne, 
Pongee, Sand, Pearl Blush. Sizes 6 to 10. 


$4.00 per Dozen 


MEN’S FANCY PATTERNED 50c. 
RETAILER 

Nos. 480-481-482 .. . three new num- 

bers made of rayon, Celanese and mercerized. 

Assorted three colors to box. Exceptional 

values. Sizes 9 to 12. 


$4.00 per Dozen 


LADIES’ SILK HOSE FULL 
FASHIONED SILK TO THE TOP 
SERVICE WEIGHT $1.50 
RETAILER 


No. 907X is a full fashioned, pure silk, 
service-weight, Silk to the Top style with 
mercerized sole. Colors: Black, Atmosphere, 
Skin, Grain, Pearl Blush, Pastel Parchment, 
Bvenglow, Light Gun Metal, Mirage, Reveree, 
Cuban Sand, Beach Tan, Mauve Taupe, 


Manon. 
$12.00 per Dozen 








COOPER, WELLS & COMPANY 


Manufacturers of Full Fashioned and Seamless Hosiery Manufacturers of Quality Hosiery for Fifty Years 
at St. Joseph, Michigan and Decatur, Alabama 250 Broad St., St. Joseph, Mich. 
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ing buyers. The assortment of merchandise will be 
more complete than ever before and will feature 
Notaseme hosiery in plain and fancy patterns for men. 
The women’s. line will -consist -ef--the- Romance full 
fashioned brand covering every price field in the full 
fashioned range. In addition there will be a new line 
of women’s circular knit hose in the fine 300 needle 
fabric in fancy heel designs to sell at $1 per pair. Short- 
ly after the first of the year Notaseme representatives 
will be on the road calling on the regular trade, and 
branch stocks will be taking care of local trade in Chi- 
cago, Houston and San Francisco. 


Ky 


Rosenhain Co., Inc., manufacturers of Rosaine 
hosiery, announce a new policy in regard to delivery 
charges which the company began Jan. 1, 1929. There- 
after they will prepay all express, parcel post or freight 
charges on shipments to all points in the United States. 

Ralph Rosenhain states that the new policy is based 
on the principle of giving customers prepaid service out 
of a large and adequate central stock in New York 
City, rather than having offices scattered over the coun- 
try carrying necessarily inadequate and incomplete 
stocks. The Rosenhain company, in preparing sales 
plans for 1929, weighed carefully the relative merits and 
actual costs of scattered stock rooms against this new 
policy of prepaid shipments and have come to the con- 
clusion that the interests of the customer are far better 
served by a central distributing point where quantity 
and complete assortment are always available. By this 
method the saving of many segregated offices are 
passed along to customers in the way of prepaid charges. 


xy 


The Reingold Hosiery Co. has engaged the services, 
beginning with the New Year, of J. B. Roche to rep- 
resent them in the city of Pittsburgh, and immediate 
vicinity. Mr. Roche is well known in the Pittsburgh 
district where he has been connected with the hosiery 
industry for a number of years. He will devote all his 
time in developing Gold Mark trade. 


XY 


J. O. Wells, 52 year old millionaire hosiery manufac- 
turer and civic leader, was found dead on Dec. 17 in 
his garage at the rear of his pretentious home in St. 
Joseph, Mich. Death was accidental and caused by 
monoxide gas fumes while Mr. Wells was apparently 
working on his car, according to Dr. T. G. Yeomans and 
Dr. E. J. Witt, who examined the body after its dis- 


covery. 
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Mr. Wells was born in St. Joseph, Mich., where he 
spent his boyhood and received his early public school 
education. He graduated from Harvard in 1901. While 
attending school at Harvard, Mr. Wells enlisted with 
Theodore Roosevelt’s Rough Riders and served them 
throughout the Spanish American War. 


| 
— 


The late J. O. Wells 


Upon the death of Mr. Wells’ father, he became presi- 
dent of Cooper, Wells & Co., manufacturers of Iron 
Clad Hosiery, and at the time of his death was also presi- 
dent of the Whitcomb Hotel Co., vice-president of the 
National Association of Underwear and Hosiery Manu- 
facturers, and a director in the Anderson-Tully Co., 
Memphis, Tenn., the Georgia Veneer and Package Co., 
Brunswick, Ga., Ward’s Orange Crush Co., Chicago, 
and the Aycock Hosiery Co. of South Pittsburgh, Pa. 

Mr. Wells’ funeral was held Thursday, Dec. 20, at St. 
Joseph, Mich., where the burial took place. 


Ky 


Under Lehigh management, production of Doris, in- 
grain hosiery has been tripled in the last 12 months and 
still further expansion has necessitated the starting of 
a new structure alongside the present mill in Paterson, 
N. J. The new construction will permit doubling the 
present annual production, and will be so designed that 
if further expansion is necessary, two additional floors 
can be added. 
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Mr. Shoe Merchant, this Pull- 
Over idea for women is going 
over! Our Model Assortment 
No. 1 costs $589.00—and will give 
you a complete range for a Spe- 
cial Section in your Hosiery De- 
partment. 


No. 805—10 doz. 4 colors—mer- 
cerized lisle...... $3.50. dozen 


No, 852—10 doz. Fibre and Lisle 
all-over stripes. ..$5.50 dozen 


No. 980—71/ doz. Silk with Jac- 
quard Top...... $7.50 dozen 


No. 721—6% doz. Light Weight 
Silk and Wool Stripes 
$7.75 dozen 


No. 729—7'%4 doz. Light. Weight 
Zephyr Wool Jacquard, Top 
$8.00 dozen 


No. 884—10~ doz. Imported full 
fashioned, mercerized Jacquard 





tesla pipe 2 $10.50 dozen 

No. 758—4 doz. Imported, Full 
Fashioned, Silk and Wool Jac- 

t quard Top...... $11.50 dozen 
«| No. 795—7 doz. Light Weight 


Wool Sports Figured Tops 
$11.50 dozen 


No. 925—7 doz. Full Fashioned 
Silk, the Dance Sock 
$11.50 dozen 


Krueger-Tobin Co. advises that 
you make this investment right 
now! You'll get real turn-over 
and we'll be there to take care 


of re-orders and the new styles! 


Show them in a Special Section— 
Every pair is Just Perfection. 


KRUEGER-TOBIN C0., Inc. 


2 PARK AVENUE, NEW YORK 














Snappy K-T-C Sox. 



































Edwin S. Bayer, president of the Julius Kayser & 
Company, hosiery, underwear and glove manufacturers 
and son-in-law of the late Julius Kayser, founder of 
the firm, died Monday, Dec. 31, at Le Roy Sanatarium, 
New York, following an operation. 

Mr. Bayer was 59 years old and has headed the 
Kayser firm since the death of his father-in-law several 
years ago. Aside from his business interests which in- 
cluded membership on the recently formed Raw Silk 
Exchange, president and director of the Broadex Realty 
Corporation and membership on the board of managers 
of the Silk Association of America, Mr. Bayer was an 
extensive collector of Gothic Art and was interested in 
charity. He was a governor of St. Mark’s Hospital and 
one of its most important financial supporters. His 
clubs included the Harvard Club, Century, Westchester- 
Biltmore, Deal and Hollywood Golf Clubs and the 
Aldine Association. 

Surviving him are his widow, Laura Kayser Bayer, 
Edwin S. Bayer, a son, and Sybil, a daughter. Funeral 
services were held at his late residence, 32 East 
Seventieth Street, New York, on Thursday Jan. 3. 


xy 


Alfred V. Marx has joined Rosenhain Co., Inc., 
220 Fifth Avenue, New York City, in the capacity of 
sales manager for Rosaine Hosiery. Mr. Marx, until 
recently was associated with the firm of Franck & Marx, 
silk manufacturers, and prior to that with R. H. Mallin- 
son & Co. for many years. 


Ky 


Artcraft Silk Hosiery Mills has enlarged their New 
York offices at 358 Fifth Avenue, and has installed a 
complete customers’ service department which will 
furnish Artcraft dealers with practical advertising ma- 
terial of all kinds. 












































xy 


Auguste Richard, president and treasurer of the Ip- 
swich Mills for close to a year, has resigned to become 
vice-president of the Spool Cotton Co. W. W. Lufkin, 
Jr., has been advanced from assistant-treasurer to vice- 


president. 


The national use of shoe forms for window and sam- 
ple display has proved so successful that W. J. DeWitt, 
president of the Shoe Form Co., Inc., Auburn, N. Y., 
has now developed a complete new service of Fairylite 
Hosiery Forms. 

The constant European demand for shoe forms 





























D* 














prompted Mr. DeWitt to go abroad to cover the shoe season 
fairs in London, Germany and Paris. This new Amer- throug 
[TURN TO PAGE 90, PLEASE | of the 

Hosier} 
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THE COLOR TREND 


AS REPORTED BY LEADING MAKERS AND SELLERS 


oe? ¢ 


THE ALLEN-A COMPANY t HOLEPROOF HOSIERY COMPANY 


Sheer Service Sheer Service 


. Gun Metal (2) Gun Metal (2) 


. Light Gun Metal 
. Gun Metal 
. Marron Glace 


1. Light Gun Metal 
2. Gun Metal 
3. French Nude 


ARROWHEAD HOSIERY MILLS 


Sheer 


. Cuban Sand 
. Tea Time 

. Gun Metal 
. Beach Tan 
. Oakleaf 


Service 


1. Cuban Sand 
2. Tea Time 
3. Gun Metal 
4. Beach Tan 
5. Oakleaf 


ARTCRAFT SILK HOSIERY MILLS 


Sheer 


. Monaco 
. Smoke 

. Vellum 

. Nocturne 
. Ivory 


Service 
1. Monaco 
2. Beige Blend 
3. Gun Metal 
4. Mushroom 
5. Chaldee 


COOPER, WELLS & CO. 


Sheer 
. Light Gun Metal 
. Beach Tan 
. Cuban Sand 


Service 
1. Light Gun Metal 
2. Pearl Blush 
3. Beach Tan 


CORTICELLI SILK COMPANY 


Sheer 
. Gun Metal 


. Sandal Brown 
. Etna 


Service 
1. Sandal Brown 
2. True Beige 
3. Etna 


GOTHAM SILK HOSIERY CO. 


Sheer 
. Pawnee 
. Seasan 
. Manon 
. Gun Metal 
. Grain 


Service 


1. Pawnee 

2. Seasan 

3. Gun Metal 
4. Pecan 

5. Tansan 





7 


1. 
. Morocain rf 
. Grain 3. Morocain 
. Laleure 4. 
. Ficele 5. 


. Beechnut 4 
. Elephant Hide y a 
. Gun Metal 3. Misty Morn 
. Marron Glace 4. 
. Tea Time 


. Gun Metal 1 
. Shadow 2 
. Walnut 3. Biscuit 
. Canonea 4 
. Biscuit 5 


. Cocoa 1 
. Gun Metal 2 
. Peter Pan 3. Gun Metal 
. Misty Moon 4 
. Evenglow 5 


. Beechnut 

. Wrought Iron 
. Beach Tan 

. Burlwood 

. Sandalwood 


Grain 


Militaire 
Parisienne 


KRAMER HOSIERY COMPANY 


Sheer Service 
Gun Metal 
Elephant Hide 


Marron Glace 
5. Tea Time 


McCALLUM HOSIERY COMPANY 
Sheer Service 

. Gun Metal 

. Walnut 


. Sandalwood 
. Suntan 


MILLER HOSIERY COMPANY 


Sheer Service 
. Boulevard 
. Cashew Nut 


. French Nude 
. Misty Morn 


MOJUD 
Sheer Service 


. Ali Baba . Manon 

. Loraine . Light Gun Metal 
. Tuscany . Dust 

. Creole . Nutone 

. Fiji 5. Fiji 


SOCIETY MAID HOSIERY CO. 
Sheer Service 

. Beechnut 

. Wrought Iron 

. Burlwood 

. Beach Tan 

. Sandalwood 


URING the past month gun metal and the darker tan shades have been the best selling hosiery shades. 
Popular demand, while it did not go as strongly to the deep dark browns as was expected earlier in the 
season, has shifted to the darker tans. Except for Southern resort wear this tendency is expected to continue 
through January, at least. The predominance of gun metal as a leading seller is one of the significant features 
of the color reports of the last month. 
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OFFICIAL SPRING COLORS REFLECT 
SUNBURN VOGUE 


> 


HE influence of the 
sunburn vogue is 
strongly evidenced in 


the new ten hosiery colors 
created by the Textile Color 
Card Association for the 
Spring and Summer of 1929 
—according to Margaret 
Hayden Rorke, Managing 
Director of the Association. 

The new colors have been 
issued to members only and 
the card will be ready for dis- 
tribution shortly. 

In announcing the names 
of the colors and commenting 
on the character of each, Mrs. 


LIDO SAND 


+> 


THRE 
NEW COLORS 


MISTERY—Light rosy beige 
SUNTAN—Rich deep Sunburn 
MODERN E—Flesh, iodined cast 
SUNBLUSH—Deeper and rosier 


than Suntan 


SUNBRONZE—Dark bronzed 
skin shade 


CAME A CN end feth the shoe 


and leather colors 
of same names 


Repeats from Past Color Cards 





+ 


regular Spring, 1929, Card. 
These recommendations will 
be printed on the card. 


ED, yeilow and blue, the 

primary colors of the 
spectrum, and green, orange 
and violet, the secondary 
colors, will all be in tune the 
coming season, in garments, 
according to Mrs. Rorke. 

A subtle development in the 
sport and evening mode are 
“Cameo Tints.” These are 
animated pastels: the delicate 
and recently somewhat grayed 
hues become more _ intense, 
brighter, livelier, and yet as 


a aie aaeirliae hate. ALGERIAN TAWNY dainty as sweet peas and 
triguing color because it gives PEACHBLOOM | PAWNEE valley lilies—and so becom- 
the appearance of nudity. FRENCH NUDE|MISTY MORN ing to sunburnt skins. 
‘Suntan’ is a rich sunburn MOONLIGHT GREGE Blues and beiges, Mrs. 
shade that looks like gypsy GRAIN TANSAN Rorke announces authorita- 
skin. ‘Moderne’ is a flesh- DOVE GREY BEACH TAN tively, will be the predominat- 
Seater: Orememeen |TmATIME: inc cin bt Sree 
modern chromatic thought in MANON BRONZE CLAIR the Association in honor of 
hosiery colors. ‘Sunblush’ is MERIDA BOULEVARD Commander Byrd, symbolize 
a deeper shade of suntan but BEECHNUT LT.GUNMETAL his sailing into the blue—into 
with more of the blush of rose WROUGHT IRON his great adventure. Byrd 
It matches f Blue, Horizon Blue, Polar 


in its undertone. 
exactly the ochre face powder 

so fashionable these days. ‘Sunbronze’ is the darkest 
of the sunburn shades. It suggests the skin bronzed and 
browned by sun and wind. 

“ ‘Champagne’ and ‘Lido Sand’, the two lightest of 
the Official Shoe Colors are included in the collection. 
The former gives the light yellowish tint of beige—the 
latter the sandy tone—both of which the mode is 
favoring. 

“Another new sandy beige darker and slightly more 
mauve in cast is ‘Breezee’ a typical beach tone. ‘Allure’ 
is another color of “cosmetic” genre and ‘Naive’ is a 
medium beige, lighter and less brown than Sunbronze.” 

In addition to the rew colors 21 shades appearing on 
the Standard Hosiery Card and past Seasonal Hosiery 
Cards are recommended for continued promotion for the 
coming Spring and Summer seasons. These colors 
comprise both evening and daytime shades. The Asso- 
ciation recommends for sportswear the pastel colors in 
the collection called “Cameo Tints” appearing on the 





Blue, and Navigator Blue, will 
be among the most popular Spring hues. For shoes 
the darkest shade will be Commander Blue. Slate blues 
and steel blues are also “in the air.” The more bril- 
liant blues, as Monet, Madeleine, and Lucerne, will con- 
tinue in favor. 

The new beige—that color so becoming to the Ameri- 
can woman—has three distinct characteristics: There are 
the yellow beiges, the champagne tones, including a 
novel Clicquot, Golden Beige and Burnt Buff. Then 
follow the sand-beiges, with a grayish undertone, such 
as Lido Sand, Paris Plage and String. Then there are 
the rich, luscious cake shades of tan and brown ranging 
from the Brioche reminiscent of Paris breakfasts, down 
to the cigar shades of brown, of which Panetela is an 
example. Last the Rose beiges, with their pinkish under- 
tone, still in the mode but not quite as smart as the gold- 
tinted beiges. These are Peach Beige and French Beige 
The beiges in dress colors, of course, will have a tre- 
mendous influence on hosiery. 
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JEWELRY AND GIFTS—IN A SHOE SHOP 


The new Foreign Gift 

Shop, an annex of the 

O-G Costume Bootery, 
Chicago 


OW far can the 
handling of 
“other things” 


in a shoe store be 
carried? Apparently the 
sky is the limit. Starting 
with hosiery, a natural 
accessory to the shoe, keen shoe mer- A 
chants are now building up a profitable 
business on other side lines. The carrying 
of hand bags in shoe stores is becoming 
more common throughout the country, 
but it has remained for O’Connor & Goldberg of Chi- 
cago, to make a flying leap into the future and to open 
a Foreign Gift Shop, in which costume and novelty 
jewelry as well as a long list of novelties, including per- 
fumes, hand bags, vanities and even candies are sold, in 
conjunction with their beautiful costume bootery at 
23 East Madison Street, Chicago. The new gift shop, 
while it has a separate entrance from the street, is really 
an annex to the shoe store and is connected directly with 
it through an arched entrance shown in the photograph 
above. 

For two or three years this store has been handling 
with success, many of the accessories now grouped in 
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luxury atmosphere, 
plus, is shown in the 
entrance from the shoe 
store to the gift shop 





The up-to-date hosiery 
department in the O-G 
Costume Bootery 


this separate gift shop. 
The fine taste of Julius 
Goldberg, acquired 
through his many trips 
to Europe in search of 
style ideas and _ style 
trends has manifested it- 
self in the decorations of this new shop 
and in the merchandise it carries. The 
large bulk of the stock in the new gift 
shop is imported and most of the items 
are selected personally by Mr. Goldberg 
on his trips to Paris, the Riviera, Vienna, London and 
other European style centers. 


Ss Se 


a a i at 


HE decorative effects in the new shop were con- 
ceived and executed by A. C. Rindskopf, one of Chi- 
cago’s own geniuses. The counter and wall cases, 
equipped with stock drawers at the bottom, are fashioned 
of maple wood in the modern dark finish and on the 
floor is a specially woven hooked rug in colors to blend 
with the silver leaf and brightly hued wall decorations. 
Draperies and other decorations are in harmony with 
the general scheme and add materially to the atmosphere 
of the shop. 





E hosiery business, men’s and women’s, at the 
/ M. J. De Craene Shoe Store, South Bend, Ind., 
has been doubled in the past year. Two things 
have brought about this result, first the showing of hose 
and second a carefully thought out, prearranged sales 
stock. When he woke up to the fact that his hosiery 
business was at a low ebb, the first thing he did was to 
fill the windows with stockings, featuring, of course, 
some exclusive, fancy numbers. Don’t get the idea that 
the windows were turned into a solid display of stockings 
because the shoes still played the leading role. The sales 
talk is a model “You have just bought a beautiful pair 
of shoes. You need a beautiful pair of hose to comple- 
ment them.” Then comes the business of the act, which 
consists of a quick trip to the hosiery counter and a quick 
return to the customer with a couple of pairs of the right 
stockings. Fast work is necessary at this critical point, 
so that there will be no stage wait between the speech and 
the showing of the stockings. Shoe polishes showed an 
increase of 36 per cent on account of a carefully thought 
out sales talk. This one consists of one sentence in which 
the customer is told how to properly use the polish so 
that it will not stain the shoes. More pairs of slippers 
were sold in the first eight months. this year than in the 
entire twelve months of 1927. A small table is hooked 
onto the inside of the front door at closing time and 
serves as an extra night time display window, for a 
spotlight that is connected with the time clock plays on 
this table on which slippers are displayed. During the 
time that the store is open, this tablefull of slippers is 
kept up near the front of the store. 


& 


= P to three years ago, we carried about a $5,000 
hosiery inventory,” said Al. Stentz of the Walk 


Over Boot Shop, Fort Wayne, Ind. “Since we con- 
centrated on one line, our inventory has not run over 
$1,000 and we are doing four times the business. We 
have found by making a special price for three pairs, 
and our price is three pairs for $5, that any woman will 


say after buying the first pair, “You had better give me 
the other two pairs also.’ Many will come in from the 
street who are attracted by the three pair price.” 


* 


ELLING hosiery by mail is no easy task as many 
merchants have discovered. It takes a mighty good 
ad to arouse the interest of customers and top of that, 
it must be made as easy as possible for the customer to 
get exactly what she wants through her mail order. The 
E. T. Slattery Co., Boston, worked out this form or 
order card which was successfully used in a recent mail 
order sale. 





No telephone uf mail orders after ] 
$.30 p.m. Tuesday, October 2 
The best of the wanted browns are + 
Trave—Cinna—Pecan—Vlarenn 


k. T. SLATTERY CO. 
Please send me 
Number |! Size that | Long, short or Cate Color 
of pairs 1 weer regular preferred —_; (second choice) 
! —— a 
' 
Charge my account Si 
Send C.0. D. 
[* you "phone your | No. ——-Sereet 


(Hancock 6600) ask for Miss Fen- 


ton, Miss Marion or Miss Miller City itera 











The card, on the other side is a plain business reply 
card with the postage guaranteed by the company, so 
that the customer does not even have to bother about 
a stamp. The card has places for the proper marking 
of the number of pairs wanted, the size, whether long, 
short or regular hose are wanted, the preferred color and 
a second choice of color. Space is provided for indicat- 
ing if the purchase is to be charged or sent C.O.D., and 
at the bottom instructions are given to ask for certain 
people in case the order is telephoned in. It would 
be hard to think of anything else that should go on this 
card, or to conceive of its being complete if anything 
now on it were omitted. Incidentally this card and the 
accompanying advertisement brought large returns in 
business. 
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WINDOW DISPLAYS 


Saks & Co. 2=-——> 


GO MODERNISTIC 








oy ERY lends itself admirably to the modernistic 

form of display, and display men in leading shops 
Some interesting 
and effective modernistic displays of hosiery were pro- 
duced during the holiday shopping season. We show a 
few of the best ones here. The step and fountain ar- 
rangement in the Lane-Bryant window is particularly 


have not been unmindful of the fact. 
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effective because of the black, draped velvet back drop. 
Peck & Peck, besides using modernistic fixtures, put 
some strikingly modernistic half-hose in their window. 
The effect in the Saks & Company window is gained 
through the use of a frosted and leaded glass divider, 
a tall skyscraper-like fixture in the center and plain 
black boxes over which the hosiery is draped. 











> 


right colors, at the right prices, plus the reliability 

of the house. The next point is attractive dis- 
play. The hosiery business of the retail shoe merchant 
should be conducted by him as a separate and distinct 
unit. We give to our hosiery department the same 
attention as we do to our shoe business. A dealer needs 
a service weight, a chiffon weight, and an extra fine 
stocking for evening wear. The main thought, how- 
ever is to sell hosiery at a profit. Therefore, be care- 
ful as to colors. Choose the right shades, but not too 
many, for every different color means a multiplication 
of the entire run of your stock—for instance, twelve to 
twenty-four dozens in four or five sizes are multiplied by 
as many times as you have different colors. Be careful 


[ive salient points in hosiery selling are—the 





A Parisian window display of Fairylite hosiery 


forms 


SELL HOSIERY AT A PROFIT 


By J. F. Leahy , 
HANAN & SON, BOSTON 





> 


NEWS O’ THE MARKET 


[CONTINUED FROM PAGE 84] 




















> 





of novelties. Extreme novelties should not constitute 
more than 1/25 of your entire stock. 

In selling hosiery, you have an entirely different 
proposition than in selling shoes. The most success{ul 
hosiery salespeople are those who can visualize quickly 
the color which the customer gives of her costume, and 
then shows the right shade to complement this costume. 
Colors in hosiery mean the life of business. New colors 
make a good talking point, and while salespeople may 
say—‘‘Oh, another bunch of new shades to memorize’ — 
nevertheless the memorizing and the quick identifying 
of same mean more pairs sold. While it is an excellent 
plan to show color cards to customers who cannot de- 
scribe the shades they want, there is nothing so strong in 
a sales argument as to exhibit the completed product 































ican way of displaying both shoe and hosiery forms met 
with instantaneous success. The interest developed so 
rapidly that a selling organization has been developed in 
England, France and Germany. 

While in Paris Mr. DeWitt employed a sculptor to 
make up complete models that are really works of art. 
They show legs in different positions, and are partic- 
ularly well adapted to feature silk hosiery in colors. 

Mr. DeWitt found that the Parisian merchant appre- 
ciates his window and thinks it the most valuable space 
in the store. An artistic touch is imparted to every 
window display to attract attention and create a buying 


impulse. 
XY 


Exploiting hosiery as 
Christmas gift merchandise 
has led to a new thought, 
that of exploiting stockings 
as dinner favors. This idea 
was originated by the 
Krueger-Tobin Company 
which has devised the box, 
pictured at the right, holding 
a pair of women’s hose or 
men’s sox. The lid of the 
box lifts back and carries a 
place for the writing of the 
guest’s name—thus forming a favor and place card. 
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THE NEW YEAR'S 
CURTAIN RISES 
WITH A 
REDUCTION 
ON ROMILLA 
“DUETTE” HEEL 
No. 103 







(Licensed Under Landenberger 
U. S. Patent No. 1,111,658) 





~ Now 416.50 


improved for even greater 





wear and greater beauty, 





45 gauge — four thread — 
sheer, clear silk from 


top to toe — an ideal 







number for the fastidious 


and stylish woman. 













IX MONTHS ago we introduced the exclusive Romilla 
““Duette’’ Heel... Demand has been constantly ahead 
of production . . . What's more, dealers said, “Bring the 
| price down, and we'll sell ten times your present output.” 
. . « Now we've put this number and the price on a big 
production basis .. . It’s ready for big business. Share it! 


Full Fashioned Hosiery Only 


MILLER HOSIERY CO., Inc. 


330 FIFTH AVENUE, NEW YORK 


COMPLETE STOCK ALSO CARRIED AT 
CHICAGO—North American Bldg., State@ Monroe Sis. SAN FRANCISCO—s1 Fremont Ss. 
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